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ugh Proofs Ice Industry May 
: 
sons an ine aeesee, TOP $1,000,000 in 
t Directors’ Club of New Sagar ? . 
pready planning we cetas of "AT Ad Campaign 


h in 1950. 


vy _ Four Major Firms 


Lever Bros. executives are now | Boost Fund; Form 


ng to sales meetings in a new | m a 
First United Front 


»-motored company plane. 
WASHINGTON—The ice industry, 


Vhat’s its name—Spry? 
i oe 
the Creative Man reprinted a | Which had talked of a $750,000 


Brands page from The New | Promotion budget for 1947 (AA, 


: h Nov. 18), has raised its sights. 
beat pendang die ncisemlaan OW | With half a million already 


low did we pull, “21”? | pledged by nine big firms, adver- 
ae “ ’ 'tising and public relations projects 


; |of the National Association of Ice 
‘he Detroit Free Press says that | Industries probably will top $1,- 
en Owen Dietrick was real | 999,000. 


hte editor, he had to have the| fearful of being relegated to the 
ning vitality of a Nurmi. _ {era of the gas light, 90 industry 
Vhat little boy or girl can SlV€ leaders are to attend a special 
first name and distance rec-| nublic relations meeting in St. 
s? | Louis Jan. 11 to consider new cam- 
|paign possibilities created as a 
fhe fine story of safety and re-| result of the unprecedented funds 
bility the railroads are telling, | that will be available for 1947. 
h a glance toward a competitor,; During 
| be even finer when those two- | out swinging with $500,000 for edu- 
y radio communication systems | cational work, much of it in care- 
installed and working. ‘fully planned advertising in gen- 
vvy | eral magazines, food trade and 
the NRDGA says one of three | home economics journals. 
sons department stores used a | Four Other Majors Join 
ing hig rea of their adver- | Expansion of the effort in 1947 
nee oe wen ae yc 1 will be possible because four 
5 was that they couldn't get the | major firms which had been on 


ec 


wv 


os ' the sidelines last year are pitching 

~ can forget the other two. in to assure a “united front’ for 
+, the first time in ice industry his- 

ohn Crosby says Eve Arden is | tory. 

ood looking gal, but he doesn’t; As the 1946 drive drew to a 

» her jokes on the Village Store | close, these four firms and five 


gram. ‘others which are the “giants” 
Why not promote her for tele-|the business were called together | 
on? 


| by Mount Taylor, executive secre- 
7 FF 


“ou have made Budweiser the | affiliate, National Ice Public Re- 
j . popular beer in history,” says | lations, Inc. 
newspaper page. Impressed with the job that has 


‘ the stein it’s beer, in the bot-| been done since April, 1945, when 


you call it Bud. the industry public relations was 

vvwyY turned over to Robert Harper, 
squire advertising of Universal | these nine firms pledged $500,000, 
mas is going to feature the in- }an amount nearly double their 
sting appeal, “Dress Up for |Share under the regular three 
” cents per ton assessment that par- 
ticipating firms have made to the 
|public relations fund in the past. 


ederle Laboratories is offering | Sees New Markets 
bight chart in the form of a 42-| since the 

» giraffe to promote Cerevim, | started its org 
po-mpenes cereal for infants. 
s Cerevim goes down, the 
es grow up. 


Vrite your own comment. 
vyvry 


industry has only 
anized effort to dis- 
pel some of the popular and trade 
misconceptions of its future, the 
Saturday meeting will map a 
state-by-state canvass to sign up 
as many as possible of the nearly 
6,000 icemen to the three cents 
per ton contribution. 

Since its competitors have far 

- (Continued on Page 55) 
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he Tribune says that South 
hi is “Test Town, U. S. A.” be- 
te it is “a perfect cross-section 
America’s industrial - agricul- | 
1 structure.” | 
pt a true cross-section, though, | 
use only South Bend has a 


Hoffman. Private Lives 
vvy Exposed in ‘Getting 
e E. “Harvey” Brown was in- Personal’ 
ed in a photograph of the , 
nographics agency crowd in| Other features: 
f new offices, and if you look a de 
tly enough you should be able ee tis rs - 
stch a glimpse of rabbit fur. Department Store Sales 8 
gv? fren! 
‘ | Feature Page 57 
Gallup poll of the crap shoot- | Information for Advertisers “ 12 
would yield the unanimous | |, Washington 16 
jon that it should be fairly] Photographic Review . 6l 
to throw a natural in 1947. | Private Lines 36 
Rough Proofs I 


Copy Cus. | Voice of the Advertiser 
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1946 the iceman came | 


of trial Surveys Company’s National 


‘tary of the association, and of its | 


Market Battle Looms as 
Canned Dog Foods Return 


Dry Foods Gained 
85°/, of Market as COMING BACK SOON! 


_ Tin Disappeared 
| Cuicaco—When the federal, 
government, through the Civilian | 


Production Administration, lifted D re) G F o re) D 


restrictions Friday, Dec. 27, on the 


use of tin plate necessary for can- 
IN 1 LB. CANS 


ning dog food, as well as other 
products, it fired the opening gun 
in what will undoubtedly develop 
into one of the nation’s biggest 
marketing battles. 

Packers of canned or moist dog 
food who in 1941 had the market 
| virtually to themselves with 94% 
|of the business, find with the 
|opening of 1947 that they account 
\for only about 15% of the na- | 
'tion’s total sales. The national | 
market for all dog foods is esti- 


b fs 4 
too 2 Bigs se A ostooone’”” Census Funds Will 


Terrific Shifts 


F . i 
| Tin as a dog food container was B Ask d R k 
|an early casualty of wartime e e in 0C 


| priorities, and although deter- 


| mined efforts were made to main- | ' 
tain some volume by use of glass otiom ul ge 
| 


PRELUDE—Notice of the coming bat- 
tle is given in this 300-line newspaper 
ad which appeared last week. 


containers, the bulk of the busi- 
|ness went to the “dry type” brands | 
iby default. The Department of 
|Commerce estimates that the 
pound sales of manufacturers of | 
the biscuit type increased tenfold | 
from 1941 to 1945. During the 
|Ssame period, canned type sales 
|dropped from almost 950,000,000 
| pounds to about 10,000,000 pounds 
| in 1945, according to the Indus- 


Manufacturers’ Study 
Planned; Business 
Census in Doubt 


WASHINGTON — President 


Consumer Panel. 
| In addition to the vast task of ! 


time for a Census of Business. 


In omitting funds for a business 
re-educating consumers, packers|census, the President recognizes |enue for the past year totalling 


CBS Revenue Off 
9%: Other Nets 
Report ‘46 Gains 


NBC, MBS Reach New 
Highs During Year; 
_ ABC Up Half Million 


| New York —Columbia Broad- 
casting System was the only one 
of the four major radio networks 
which did not enjoy a gain in 
|gross time sales revenue during 
1946, year-end reports disclosed 
last week. 

CBS’s time billings dropped from 
$66,791,319 for 1944 to $65,724,851 
for 1945 (a 1.6% decline) to $60,- 
063,905 for 1946 (about a 9% slip 
from ’°45). Network officials of- 
fered no explanations. President 
Frank Stanton called 1946 a “suc- 
cessful year” but added that in- 
creased costs of operation ‘“ad- 
versely affected the margin of 
profit.” 

Gross time sales for the four 
networks—4difficult to compute be- 
cause the National Broadcasting 
Company declines to reveal either 
sales figures or percentage trends 
—could be placed at something in 
excess of $192,210,000, as com- 
pared with about $191,224,850 for 
1945 and about $189,000,000 for ’44. 


| NBC Reports Big Gain 


NBC reported that it enjoyed a 
“substantial gain” in sales revenue, 


Tru-| which boosted its time sales total 
man’s “rock bottom” budget is ex-|to an all-time peak. NBC’s 1945 
pected to request funds for,a Cen- 
sus of Manufactures for 1947, but | 600,000, a 7% gain over its 1944 
there will be no provision at this | figure of $61,300,000. 


| Sales total was estimated at $65,- 


| The American Broadcasting 
‘Company reported gross sales rev- 


of canned dog foods are also faced | that such a study cannot be made | $40,617,130, an increase of better 


| with a depleted market. The Na- before 1950 under existing legis- 


‘tional Consumer Panel estimates | lation. 


| than half a million dollars over 
the 1945 total of $40,045,966. ABC 


that the entire dog food business| The administration continues to | hit its peak in time sales, however, 
during 1945 was only 600,000,000 | recognize the need for a complete |in 1944 when the figure reached 
/pounds compared with 1,000,000,- | business census and would like to | $41,356,129. 


| 000 pounds during 1941, and there | make it simultaneously with the | 


(Continued on Page 51) (Continued on Page 59) 


Last Minute News Flashes 


Telecoin Ads Promote ‘Laundry Stores’ 


New York—Telecoin Corporation, through Cowan & Dengler, broke | 
| half-page copy in the Dec. 30 Life and Jan. 4 Saturday Evening Post | 
| to start its first magazine campaign for Launderette coin-operated tual, 


| “laundry stores” being opened in 43 states. 


| illegal.and monopolistic agreements (AA, Dec. 23). 


Lewyt Ads Promote New Vacuum Cleaner 


| Brook.tyn — Lewyt Corporation will break a $300,000 to $500,000 
| campaign with spreads in March issues of national magazines, includ- 
ing Collier’s, Good Housekeeping, and The Saturday Evening Post, to 
The new product—canister- | 
type, triple filter, no bag—will be shown this week at the Atlantic 


| introduce the Lewyt vacuum cleaner. 


| City housewares show and at Chicago’s American Furniture Mart. 


Pp age 50. | Cooperative newspaper advertising will support the magazine program, | 


/as yet incomplete. Hicks & Griest, New York, is the agency. 


Estate-Heatirola to Show “Defrost-All’ Thawer 


New YorkK—FEstate-Heatrola division of Noma Electric Corporation, 


maker of home freezers, electric ranges and other 


products, has 


12|revealed new ranges featuring “Defrost-All’’ equipment to speed the | 


thawing of quick-frozen foods, John M. Bess, executive vice-president 
of Noma appliance divisions, declared Friday. Ranges with “Defrost- 


All” and new freezers will be displayed at the furniture show in | 


Chicago Jan. 6-18. Ads on the new quick-thawing method will 


appear in magazines this month. 
(Additional News Flashes on Page 63) 


The schedule calls for | with a warning to the 
staggered use of the two magazines about every three weeks. The | try that rising 
| Telecoin self-service laundry plan, using Bendix Automatic Laundries, | 
currently is under fire from the Department of Justice, which is seek- 
ing to restrain Bendix Home Appliances and Telecoin from alleged | 


Mutual experienced 
greatest gain, reporting an esti- 
mated total in time billings of 
| $25,933,651, close to a 25% gain 
‘over 1945’s total of about $20,500,- 
000. Last year’s figure was a gain 
of better than 10% over ’44 sales, 
which totalled $18,533,560. 

Edgar Kobak, président of Mu- 
coupled his year-end report 
radio indus- 
costs, material 
|shortages and labor difficulties ori 


easily the 


Meet R. R. Young, 
Railroad Firebrand 


Mike Hughes, executive 
editor of Advertising Age, 
has just come back from a 
| weekend at Palm Beach with 
Robert R. Young, fiery C&O 
boss whose advertising cru- 
sades against the status quo 
in railroading have created 
national excitement. 

For a look-see at what 
makes Young tick, and what 
he intends to do with adver- 
tising, don’t miss the first of 
Mike’s two stories, to appear 
here next week. 
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many fronts would “bring about 
a re-appraisal of advertising val- 
ues. . . In the same way that the 
housewife now shops for the best 
bargains for her food table, the 
sponsor will do the same with his 
increased knowledge of advertis- 
ing strategy in budgeting his ad- 
vertising dollar for the next year. 
This means that the radio indus- 
try will have to work harder to 
deliver.” 

Mutual, Mr. Kobak pointed out, 
grew in 1946 from 284 to 384 sta- 
tions. Within the next three 
months, he indicated, the number 
will exceed 400. 

Mutual programs ‘of a_ public 
service nature, whether sustaining 
or commercial, consumed 31% of 
the total broadcast time” (5,827 
hours) during 1946, Mr. Kobak re- 
ported. Sponsorship of cooperative 
programs on Mutual showed a 22% 
increase during the year, with 650 
advertisers now buying this type 


of program on MBS affiliates. 

American’s report bragged that 
ABC “leads all other networks in 
volume of food advertising” and 
“is also the top network for the 
top ten food advertisers of the 
country.” ABC’s $40-million rev- 
enue (grown from $15,782,00@ in 
1942, its first year of independent 
operation) came from 105 differ- 
ent sponsors. The network grew 
from 198 to 238 stations. 


Co-op Sponsors Increasing 


Sponsorship of ABC cooperative 
programs—‘‘now well over the 500 
mark in sponsors throughout the 
country” — reached an all-time 
high. Several new co-op shows 
are being auditioned to start on a 
staggered basis in 1947, the net- 
work reported. ABC now has 12 
cooperative programs. 

David Sarnoff, president of the 
Radio Corporation of America, 

(Continued on Page 62) 


Hy F *% 
Three Networks 
List Advertiser, 
Agency Billings 


New YorkK—Three of the four 
major radio networks last week 
released breakdowns of tHeir 1946 
gross time sales by advertisers 
and agencies (NBC won’t reveal 
its sales figures). 

Procter & Gamble was the top 
advertiser and Young & Rubicam 
the top agency on the CBS time 
sales tabulations. ABC’s lists 
were headed by General Mills and 
Dancer-Fitzgerald-Sample, while 
Mutual’s were topped by Coca- 
Cola and Erwin, Wasey & Co. 

The top 10 advertisers en CBS 
were—Procter & Gamble, $6,444,- 


| 551; 


Lever Brothers, $3,964,263; 
American Home Products, $3,800,- 
965; General Foods, $3,713,323; 
Campbell Soup, $2,491,C30; Ever- 
sharp, $1,715,931; Colgate, $1,516,- 
931; Philip Morris, $1,448,495; 
Manhattan Soap, $1,437,202, and 
Sterling Drug, $1,432,413. 

The top 10 agencies on CBS— 
Young & Rubicam, $6,601,846; 
Dancer-Fitzgerald-Sample, $6,544,- 
748; Biow Company, $5,156,544; 
Ruthrauff & Ryan, $4,139,431; J. 


Walter Thompson, $4,072,533; 
Foote, Cone & Belding, $3,545,233; 
Compton, $2,898,162; Benton & 


Bowles, $2,497,559; Ward Wheelock 
Company, $2,451,403, and Batten, 
Barton, Durstine & Osborn, $2,- 
421,718. 


Industry Totals Shown 


The CBS industry classifications 
—automotive, $3,261,613; building 
materials, $861,329; cigars, cigar- 


}ets, tobacco, $4,319,343; clothing 


WSIX 


5,000 Watts . 
AMERICAN F 


FOR DETAILED 
REFERENCE DATA 


CONSUMER 
MARKETS EDITION 


980 K C 
MUTUAL 


stores . . . But 


ashion Sells 


In women's clothes, style sells . . . 
And in the Nashville Market style 
and quality-conscious people buy 
more than 20 million dollars worth 


of clothing each year in retail 


this market isn't 


based on fashion alone .. . Steady 
retail sales, backed by 800 million 
dollars spendable income, make a 
permanent market for your prod- 
wct . . . Let WSIX get you into 
this market. A large part of the 


radio families listen to a variety 
\ of favorite shows broadcast by 
radio station WSIX. 


Economy 


|] TENNESSEE 


NASHVILLE inna june 
WHT Hite 
HHH 


HHI 


Represented Nationally by 


the KATZ AGENCY, Incorporated 
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and dry goods, $537,036; confec- 
tionery and soft drinks, $1,522. 
421; drugs and toilet goods, $18,- 
373,635; financial and insurance 
$822,217; food and food beverages 
$13,359,843; garden, $103,700 
house furniture and furnishings 
$3,126,682, and others, $13,776,086 

The top ten advertisers anc 
their network-time expenditure; 
on ABC in 1946—General Mills 
$2,916,752; Procter & Gamble, $2,- 
404,091; Miles Laboratories, $1,- 
965,231; Kellogg Company, $1,834.,- 
793; Sterling Drug, $1,812,985: 
Quaker Oats, $1,799,131; Swift & 
Co., $1,717,591; Philco Corpora- 
tion, $1,712,271; Libby, McNeill & 
Libby, $1,609,684, and U. S. Steel, 
$1,167,110. Eleventh on the list 
is Curtis Publishing Company, 
$971,883. In 1945 Procter & Gam- 
ble headed the list. 


Top Agencies on ABC 


‘time billings on ABC in 1946— 
'D-F-S, $4,076,892; 
‘Thompson, $3,766,584; BBDO, 
$3,307,199; Kenyon & Eckhardt, 
| $2,993,995; Compton Advertis- 
ing, $2,305,677; Wade Advertising, 


$1,965,231; Warwick & Legler, $1,-)- 


780,427; Hutchins Advertis- 
|ing, $1,712,271; Benton & Bowles, 
$1,677,120, and McCann-Erickson, 
$1,550,664. 

Eleventh was N. W. Ayer & 
Son, with $1,113,700. In 1945 JWT 
topped the list. 

Top advertisers by classifications 


jand their 1946 time expenditures | 


on ABC—food and food bever- 


ages, $12,292,273; drugs and toilet) 


goods, $9,483,782; stationery and 


|publishers, $2,731,241; house fur-|% 


The top ten agencies and theirf 


J. Walter 


SIRI. ote 


- 


'niture and furnishings, $2,385,649; | 7 


and soft drinks, $1,922,676; finan- 
cial and insurance, $1,829,908; 
automotive industry, $1,729,400; 
building materials, $1,362,109, and 
|miscellaneous, $1,211,588. 


| Mutual’s| Leaders 


| Mutual’s breakdown includes: 
Top ten advertisers—Coca-Cola, 


laundry soaps and housekeepers’ 


supplies, $2,375,722; confectionery |/ 


| $2,012,253; Ralston Purina, $1,489,- | 


| 764; Bayuk Cigars, $1,219,400; Ser- 


j}utan Company, $1,136,696; R. B.@ 


|Semler, $1,048,131; Carter Prod- 
‘ucts, $1,044,224; Miles 


Labora- § 


tories, $1,027,408; Procter & Gam- % 


/ble, $1,007,361; Kellogg Company, 
$957,241, and General 
$903,739. 


Motors, 


Top ten agencies—Erwin, Wasey, ¥ 


$2,330,122; D’Arcy, 
Gardner, $1,489,764; Neal D. Ivey, 


$2,012,253; 


| $1,219,400; Ruthrauff & Ryan, $1,- 7 


| 188,489; Ted Bates, $1,044,224; 
| Wade, $1,027,408; Compton, $1,- 
| 007,361; Kenyon & Eckhardt, $957,- 
beeen and Roy S. Durstine, $946,889. 


GREENWICH | 
LEADS! 


In Greenwich, Conn. 
(34,000 Population) 


$9,204,000 


was spent in 1945 for. 


FOOD 


| (Bource—1946 Sales Management) 
| This Market 
| Deserves Your 
**4”’ Schedule 

In 


Greenwich Time 


Often Called “The Best Suburbas 
Daily Newspaper in America” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 
New York Chicago Bostor 
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F ew Angelenos are sleeping in deserted 

bird houses—but an overwhelming demand for 
homes is just part of the phenomenal growth 
that has skyrocketed industrial employment 
280% and retail sales 70% since 1939. 

Los Angeles County is America’s Fastest Growing 


Major Market . . . and the Los Angeles Times 


th : I ’ \ is its Number One home-delivered newspaper. 
NOTE: Due to the newsprint shortage and our primary 
(: obligation to supply our growing list of readers a complete 
summary of the news—we continue to ration advertising space. 
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CIRCULATION — PUBLISHER’S STATEMENT FOR THREE MONTHS ENDING SEPTEMBER 30, 1946: Daily, 395.950; Sunday, 740,746 
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EVERYBODY’S NEWSPAPER. . BE 


LOS ANGEL 
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\ T O MORE HOMES 


YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Benny Replaces 
McCarthy at Top 
of Hooperatings 


| bracket, and “Take It or Leave It’ | from second place on the Dec. 15} same as last report, down from 91 


and Fannie Brice moved in. 
A year ago Bob Hope led the | grams, which also showed a slight | 
list with a 29.3 rating. 
The number of sponsored eve- | 0n the Dec. 30 list. “When a Girl 
ning hours reported was 70, same | Marries,” on top at mid-month 
New York—Although his score|as in the last report, down from With an 8.4 rating, slid into fourth 


|report to top the weekday pro-| one year ago. 


| 
‘holiday-season slump in 


Breakfast in Hollywood 


The top ten daytime shows: 
ratings | young Widder Brown........ 
Breakfast Club (Swift, 9:15)..... 
Caer Che, OS a ve sce cceans 
When a Girl Marries......... 


was up only one-tenth of a point,|79% one year ago. with a 7.6. . Santen cas teuien). ais, 13 
Jack Benny climbed back on top| The first 15 evening shows: moe MS — "by | Portia Faces Life................ 7.2 
of the First 15 evening programs| Jack Benny ....................27.5 petition wae _ e, nowever, 5Y| Romance of Helen Trent......... 7.0 
list in the Dec. 30 report by C. E.| Fibber McGee & Molly.......... 27.4\the “Breakfast” shows, with} preakfast Club (Swift, 9:30).....6.8 
Hooper, Inc. Benny was fourth on | Bob Hope ......-...--- sss .eeee, 26.2|Swift’s 9:15 and 9:30 segments of} Big Sister .................. 6.8 
; “ka : RPI BRCCRSENS «oda ccs bia es 26.2.) «« ” : 
the Dec. 15 list with 27.4. He last oor ye eee SraeGee vt: hg Breakfast Club” grabbing off two 
led the Hooper parade on Nov. 15.) Radio Theater Ss "*""""$3'g|places on the top ten. Philco’s . 
Fibber McGee & Molly, although | Amos ’n’ Andy.............. _.| 123.0 | portion of the same show and Kel- | Heads Compton Radio 

their rating slipped from 27.8 to| te hea a ‘ssssssss+--22.9) loge’s segment of “Breakfast in| Storrs Haynes has been ap- 


27.4, remained in second place, 
followed by Bob Hope and Charlie 
McCarthy. The latter led the Dec. 
15 report with 29.7. 

Burns & Allen and “Suspense” 
dropped out of the First 15 


i Screen Guild ...... 


| Bandwagon 


SO ee ee 


Mr. District Attorney..........; 19 
Take It or Leave It 
Great Gildersleeve 
Fannie Brice ...... 


herein aes; 17.3| |ywood” was represented. 


The number of daytime spon- 


9 
9 : Hollywood” also made the list. On | pointed manager of the radio de- 
.2|\the Dec. 15 top ten, only the Kel- ating ag a eg beng 
9.2 . ‘ : _|New York. r. Haynes, who has 
3 | uae period of “Breakfast in Hol been with the agency since 1940, 
has been handling the duties of 


: the position since Bryce Disque 
| “Young Widder Brown” moved sored hours reported was 85%, | left it several months ago. 


Retail activities in 16 biggest U.S. cities 


December, 


From Sales 


1946, Compared to December, 1939 
Management’s 
(December, 1939, retail activities equal 100) 


‘‘High Spot Cities’’ 


50 100 150 200 250 300 
e * e * A * 
| LOS ANGELES 314.3 | 
MILWAUKEE 
| CLEVELAND 245.2 
| eeu 236.0 | 
| Saal FRANCISCO 234.6 | 
BALTIMORE 232.5 | | 
CHICAGO 230.6 a 
| WASHINGTON 230.0 | 
=o 226.8 ~ | 
| ney YORK 225.2 | | 
| NEW ORLEANS 225.2 | | 
| aTTTSBURGH 212.8 | 
PCILADELPHIA 207.5 ‘| 
| ‘ous 204.8 
sO 196.6 ] 
| sare 184.0 
. ° ° ° » * 


Yes, business is booming everywhere this December. And, as 
usual, it’s better in Milwaukee than in almost every other city 
among the nation’s 16 largest. Month after month, statistics 
prove Milwaukee is among the leaders in retail activities—the 
economic pulse beat of metropolitan centers. This dependability 
as a market is matched by The Milwaukee Journal as a medium 
which yearly ranks as one of America’s great selling forces. More 
than 9 out of every 10 city zone families shop through its pages 
daily. The Journal reaches twice as many families here as any 
other newspaper, eight times as many as any magazine, more 


than any dozen magazines combined! 
— —_—_— 


THE MILWAUKEE JOURNAL 


Advertising Age, January 6, 1947 


Paul Block Firm 
Sold fo Employes; 
Moloney Is Head 


New York — Paul Block & As. 
sociates, largest independent spe. 
cial representative agency, ha: 
been sold to the company’s em-f 
ployes, and will be operated af 
Moloney, Regan and Schmitt, Inc ¥ 

The announcement of the sale 
was made last week by Paul Block 
Jr. and William Block, sons of the 
firm’s founder and co-publishers 
of the Toledo Blade and Pittsburg! 
Post-Gazette. The change, effec- 
tive Jan. 1, carries out the wish of 
the late Paul Block, who died in 
1941. 


Moloney Named President 


: 


= 
} 
; 


The new firm of Moloney, Regan 
and Schmitt will be headed by 
Herbert W. Moloney, who joined 
Block in 1908, as president; Wil- 
liam J. Schmitt, who joined in 


1929 and now heads the Chicago ¢" 
office, as vice-president; Elwood H. oq 
Randolph, executive vice-presi-# “,4 
dent; Cornelius A. Regan, who 7 


joined in 1902, as secretary; Amos otal 
W. Harnish, who joined Block in J 
1923, as treasurer; and George J. 
Auer, sales manager. The firm e 
represents 15 newspapers, and ha 
headquarters at 400 Madison Ave., 
New York. 

The elder Mr. Block established 
a profit-sharing system by whic! 
half the profits were turned back 
to employes shortly after World 


— 


War I. After his death, his sons 
increased to 75% the share of 
profits. The new agreement call: 


for distribution of common (non- 
voting) stock to 33 managerial and 
sales employes, with voting stock 
to be life-time possession of the 
new firm’s executives. 

Any stockholder leaving the 
firm must sell his stock, with re- 
distribution set by formula which 
provides that half of surrendered 
stock is to be sold to other stock- 
holders in proportion to holdings 
and the other half disposed of at 
the discretion of the firm. 

With the dissolution of Paul 
Block & Associates, the headquar- 
ters of the Block newspaper in- 
terests will be in Toledo, but the 
New York office will be main- 
tained. 


G-E Offers New Booklet 


General Electric Company 
| Bridgeport, Conn., has issued 
24-page booklet, “Does Your Home 
Have a Place for Living?” whicl 
shows that while the modern home 
|is well planned for routine func- 
tional activities, it makes no pro- 
| vision for miscellaneous part-time 
activities. The booklet gives te: 
illustrated examples of utility 
areas which serve, not only as 
laundries, but also as centers fo! 
other family activities. Booklet: 
are available through Genera 
Electric retailers at 10 cents 
copy. 


Mathes Appointed 

Delaware Floor Products, Wil- 
mington, has appointed J. M 
Mathes, Inc., New York, to handlk 
advertising on the company’s new 
Vinylite plastic floor tiles and floo1 
| coverings. 


Building 
SUPPLY NEWS 
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YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 
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ADS ARE MORE Ty 
GOOD HOUSEKEEPING: 


worse KERING 


t 
’ 


Now Available — Report No. 4, 
Continuing Study of Women’s 
Magazine Audiences, conducted 
by Elmo Roper. 

As before, Good Housekeeping 
shows more readers per copy than 
any other magazine in its field. 


Women know... 


e 
d Housekeeping 
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AS AdvERTistd 


we give this seal to no one— 
the product that nas it, earns it. 
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Agate Club Elects 


John F. Pollock, True Story, has 
been elected president of the 
Agate Club, Chicago, succeeding 
James T. Carr, Look. Other officers 
elected are: Wm. C. Henning, Cur- 
tis Publishing Company, vice- 
president; Thomas Verschuur, 
Outdoor Life, treasurer; John F. 
Morrissy, Life, secretary, and Al 
Vinnedge, Cosmopolitan, assistant 
secretary. 


"l could no more do 
me without Better Fruit 
than | could do with- 
out my sprayer." 

P. A. Moore, 


noted pear grower 
Hood River, Oregon 


Write for full story 
1135 S. E. SALMON ST, * PORTLAND 14, OREGON 


Urges Analysts 
Aid Fight to 


Curb Monopolies 


Operations of FTC, 
Anti-Trust Scored 
by House Committee 


WASHINGTON — The staff of the 
House small business committee 
suggested last week that the gov- 
ernment’s anti-monopoly program 
might be more successful if it had 
the assistance of “marketing an- 


|alysts” who could spot a rise of 
/concentrated power before it leads 
to unfair trade practices. 

| The review of the anti-trust 
|'work of the Justice Department 
_and FTC, and of the small busi- 
|ness promotion activities of the 
RFC and Commerce Department, 
reaches the conclusion that there 
is “probably less real joint action 
between these four agencies than 
there is between the four leading 
producers in a concentrated in- 
dustry.” 

Calling for a unified attack on 
the continuing concentration of 
power, the report outlines a pro- 
gram based on a Presidential order 
instructing each agency to gear its 
program in a way to discourage 


“Marketing analysis” within the 


FTC would maintain an official 
“Index of Concentration” which 
would record economic growth 
both on an over-all basis and in- 
dustry by industry and trade by 
trade. 

Anti-trust and small business 
programs of all government agen- 
cies would be keyed to reduce con- 
centration and eliminate restric- 
tive practices in those industries 
or lines of trade where competi- 
tive enterprise is most seriously 
threatened. 

The report accused both Justice 
and FTC of seeking legal victories 
without determining whether they 
were also economic victories. It 
urged that both agencies review 


|their cease and desist orders and 


the growth of larger corporations. |consent decrees to see whether 


they had overcome the evil which 
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contributed toward monopoly. 

Work of the anti-trust units is 
constantly handicapped by lack of 
personnel for assignments, but the 
committee staff feels that the 
shortage of funds may be trace- 
able to poor organization and lack 
of program. 


Budget Termed Too Low 


Surprised that the Justice anti- 
trust budget runs well below $2,- 
000,000 most of the time, the re- 
port says: “One can only conclude 
either that the anti-trust division 
thinks of itself only as a group of 
knights errant going out on forag- 
ing expeditions, or they have be- 


ever receive an appropriation con- 
sistent with the size of their job, 
that they feel it is hopeless to 
make a request in terms of the 


their responsibility.” 
The report suggests that the five 
Federal Trade Commissioners are 


additional responsibility of direct- 
ing their agency. It would divorce 
the commissioners of administra- 
tive duties, leaving them free to 
function as a court. 

A review of FTC cases in the 
past five years shows relatively 


little activity against important 


|areas of concentration and impor- 


tant companies, and “a disconcert- 
_ingly large number of cases in- 
| volving small fish and _ seafood 
/companies,” the report notes. 

| This record stems 


| dling complaints, big and little, as 
| they come in, the committee ex- 
| plains. 


WAA, Others Criticized 


_ The report sharply criticized the 
|War Assets Administration, the 
military and war agencies for pro- 
|curement policies favorable to 
| large enterprises. Drawing on the 
| data assembled by earlier monop- 
oly studies, it found monopoly 
‘developing rather than discour- 
| aged under current government 
policies. 


come so devoid of hope they will | 


amount necessary to carry out” 


too busy hearing cases to bear the . 


4 


from the 
|habit of acting as a court, han- | 


| “Each year that economic con- J 


centration increases makes a’ 


maintainance of the competitive-” 


enterprise economy © increasingly 
difficult,” the staff warned. “Either 
| we must believe in and take the 
|steps necessary to make possible 
'a competitive enterprise system or 


| we must give it up bit by bit, year 


by year.” 


| The staff felt that FTC’s new in-’ 


it can reduce the time spent on 
| thousands of insignificant cases. 
It asked whether it will be used 
“as a means of trying to eliminate’”’ 
| certain objectionable business 
practices “‘such as misrepresenta- 
tion and unfair advertising,” or 
whether it will “reach the mo- 
nopolistic practices which are the 


in the automobile manufacturers, 


manufacturers of automotive 
parts? 

“Will the FTC obtain through a 
trade practice conference agree- 
ment from large automobile 
manufacturers to cease putting 
| pressure on the dealers every time 
| the dealers want to buy their parts 
| from an independent? 

“Can the FTC through a trade 
practice conference eliminate th 
squeeze from which it is alleged 
independents in the oil industry 
suffer by reason of the integratea 
operations of their big compet'- 
tors?” 


Appoints Little 

Paul H. Little, formerly assist- 
ant advertising manager of Ar- 
mour & Co., has been appointed 
advertising director of Natio! 
Retailer-Owned Grocers, Inc., Chi'- 
cago, and associate editor of | 
national trade journal, 
tive Merchandiser. 


Coopera- 


dustry - wide approach to unfair) 
trade practices will be helpful if 


root of the concentration problem. ’) 
“For example, will the FTC call} 


the dealers, and the independent) 
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cee WHY NOT LABOR COURTS? settle such disputes. How would Labor Courts function? 
kes al Are Labor Courts the right serum with which to im- 
ed by U.S. Senator Homer Ferguson munize our industries against crippling interruptions of 
Either production? Would Labor Courts mean compulsory 
ce the : : ° . : . ‘ ‘ 
esible The 80th Congress is convening. Ninety-six U.S. sen- arbitration? In the current issue of The American 
eae ators and 435 U.S. representatives are charged with the Magazine, Senator Ferguson gives you the how and 
y r 4 ‘cane ‘. 

paramount problem of rescuing 142 million Americans the why. As a member of the Senate Judiciary Commit- 
nd tair| from the danger of economic paralysis due to strikes in tee, and after 13 years on the bench, Senator Ferguson 
o~ if basic industries. And Senator Homer Ferguson will be speaks with authority. See whether you agree with his 
mt on . ° ° ° ° e ° 
ses. in there fighting for legislation to set up Labor Courts to plan in the February American Magazine. 
e used 
inate” 
ness 
senta-) 
g,”’ or 
P mo- 
re the HOW TO COURT VOTERS 
blem.") 
or When important people (like Senator Ferguson) have 
endent# something important to say (like his plan for industrial 
tive peace) they turn to The American Magazine. 
ugh a For new legislation needs the voters’ support—and The 
aii American Magazine’s two and a half million families are 
putting the kind who vote and who influence votes. These 2,500,000 
4 he families, men and women, are alert—alert to problems, 

alert to products. i 

Bepee Dollar for dollar, page for page, no other magazine can 
alleged match the multimillion circulation delivered by... 
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Printers Seeking 
Standard Type 
Specimen Book 


New YorK—Typographers and | 


printers will gather here at a 
dinner Jan. 8 at Champs Elysee to 


discuss a standard type specimen | 


book, long advocated by various 
typographers and recently brought 
into focus by Barnard Snyder, 


president of American Typesetting | 


Corporation, Chicago. 

The object of the standard speci- 
men book is to abolish the pres- 
ent practice of each printer and 
typographer publishing specimen 
books. With a standard book, of 
uniform size and content, printers 


ALMANACS! CALENDARS! | 


(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 


We supply complete copy for U. S. and 
Foreign Countries — Astronomical and 
Astrological Data, Weather Forecasts, 


Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


‘could obtain books from uniform |82x11; (2) usage sample should | 


sources, and the maintenance and 
filing of specimen books by pro- 
duction men in agencies and ad- 


vertising departments would be| 


greatly simplified. 

Although still in the discussion 
stage, the idea has been presented 
to various associations in the 
typographical industry, with wide- 
|spread approval. For example, 
|the Chicago Typographers Asso- 
| ciation approved the plan and 
financed the publication of a 16- 
page dummy, which shows for 
20th Century how the proposed 
plan would work out. 

Mr. Snyder has been insistent 
that the Printing Industry of 
America be the organization to 
put the standardized book into 
operation, and to set up a library 
to keep style books, which would 
be self-supporting from the books’ 
rental. As yet PIA has not sig- 
nified its intentions, and possibly 
another organization will be the 
distributing point for the books. 

In general, Mr. Snyder believes 
that (1) all books should be 


be in color; (3) a complete alpha- | 
bet of upper and lower case should | 
be shown; (4) a character count 
by picas and inches should be in- 
cluded, as well as (5) usage 
sample in body composition. 


‘N. Y. Herald Tribune’ 


Boosts Price to 5 Cents 


For the first time in its history, 
the New York Herald Tribune, 
which began as a penny paper, 
has raised its per-copy price from 
3 cents to 5 cents weekdays and 
from 10 cents to 15 cents Sundays. 
The increases, effective Dec. 30, 
were made necessary “by the 
steadily increasing cost of pub- 
lishing the paper during recent 
years,” the paper announced. The 
Herald Tribune raised its price 
from a penny to 2 cents in 1842, 
from 2 cents to 3 cents in 1938. 

The New York Times, reporting 
its competitor’s price increases, an- 
nounced that “no change is con- 
templated” in the Times’ 3 cents 
weekday, 10 cents Sunday prices. 
New York’s two morning tabloids, 
the Mirror and News, are still 2 


cents weekdays, 5 cents Sundays. 


F ederal Reserve Figures on Department Store Sales 


WASHINGTON—Department store | 


sales the week before Christmas 
were 26% ahead of dollar volume 


| the same week a year ago, for the 


United States as a whole, the Fed- 
eral Reserve Board has reported. 

The greatest increase among the 
reserve districts came in the New 
York (second) district, where sales 
were up 31%. The district’s gain 
was led by Buffalo, up 53%, high- 
est for any city. 

The lowest increase was in the 
Richmond (fifth) district, where 


sales were 16% above the year- 


ago figure. Lowest gains reported 
were the 7% increase 
Rock and 8% gain in Wichita. 


% Gain Over Same 


Week Last Year 
Week Ending 


Federal Reserve Dec. Dee. Dee. 
district and city 7 14 21 
UNITED STATES... 19 19 26 
Boston District .... 15 13 27 


MA wa A Kf AE 
Le 


There were plenty who said it couldn’t be done. 
But the U. S. Army Recruiting Service has 
“made it a million.” ...A million free-born 


citizens have enlisted of their own free will. 


We congratulate the U. S. Army, our client, for 


accomplishing in short months what had never 


before been done in any country in peacetime. 


Meanwhile, a continuing stream of 40,000 enlist- 


ments a month must be obtained to replace men 


who regularly earn the right to a discharge. The 


Army, and advertising, is staying at the job. 


N. W. AYER & 
Philadelphia * NewYork * 
Sen Francisco * Hollywood * Boston * 


Chicago 
Honolulu ° 


SON, INC. 


* Detroit 


London 


in Little 


New Haven ..... 18 22 26 
pe Ee one 17 17 32 
Springfield ...... 12 10 21 
Providence ...... 14 4 26 
New York District 21 22 31 
py aa 22 24 28 
SEAS ee 12 21 53 
i at. ae 21 21 28 
FrOGMOSteT. ss... 20 19 35 
og 31 33 44 
Philadelphia Dis. .. 20 19 26 
Philadelphia «a 16 22 
Cleveland District . 20 25 27 
Re ee 18 17 21 
Cimommeti. ...4.% 20 21 24 
Cleveland ....... 23 21 27 
Columbus ....5.. 19 27 22 
|. ee 9 19 12 
Pitteburgh ...... 20 3 35 
Richmond District . 19 12 16 
Washington ..... 13 7 11 
Baltimore ....... 24 18 23 
Atlanta District ... 18 20 22 
Birmingham 12 ad . 
CO rer ere 20 32 26 
SOUND. Sikes 4,66 6s 16 17 21 
New Orleans .... 16 14 20 
it tt oe 8 23 35 
Chicago District ... 22 20 27 
CRONO pea decnas 23 17 25 
Indianapolis ..... 23 20 27 
PPORPO “fac scicsc 21 20 31 
Milwaukee ...... 13 20 23 
St. Louis District... 21 18 24 
Little Rock ...... 5 0 7 
Poe | ar 27 21 25 
2. ee 23 21 25 
Memphis ....sss. 12 14 22 
Minneapolis District 
Minneapolis ..... 
St. Paul 


(Not available) 
| Duluth-Superior . 


| Kansas City District 15 17 22 
oo er 30 25 31 
WHWOMEU -asc.ctccgs @ 14 8 
Kansas City 15 24 31 
St. 60G0DR 6...6.% 20 . 14 

Oklahoma City .. 10 13 20 

| SD. Saat sews at 20 9 17 

| Dallas District .... 13 17 25 
OS wr, yee 8 19 29 

| BOrt Were... sa 13 10 17 
ee 12 ° 26 
San Antonio ..... 22 13 26 

San Francisco Dis... 12 17 26 
Los Angeles Area 13 15 25 
ee . bg ¢ 
San Francisco ... 10 15 23 
POPEIARG 6 veces 17 17 29 
Salt Lake City... 20 bd 23 
rer 8 14 26 


*—Data not available. 


Classified Ad 
Book Released 


LANCASTER, Pa.—The  long- 
| awaited Encyclopedia of Classified 
Advertising, which for four and a 
| half years has been a major proj- 
ect of the Association of News- 
paper Classified Advertising Man- 
/agers, was finished last week, and 
copies were being distributed to 
member newspapers. 

The book is devoted to an analy- 
sis of newspaper classified, and in 
15 chapters explains rate struc- 
ture, scaling, typography, classi- 
| fications with rates, sales training 
of telephone, street and counter 
staffs, management, credit and col- 
lection, censorship and promotion. 
| The encyclopedia will be sold 
to any newspaper at $7.50 per 
copy. The first, or newspaper 
|edition, was limited to 1,500 copies, 
| and Bert Reh, of Lancaster News- 
papers, committee chairman, said 
indications are that many news- 
papers will be ordering extra 
copies for internal distribution. 

Copies may be obtained from 
Mr. Reh and further information 
from Felix S. Towle, general man- 
ager of ANCAM, 415 Lexington 
Ave., New York. 


Appoints Mansfield 

Ed Mansfield, formerly with Ap- 
| VERTISING AGE and W. K. Kellogg 
‘Sales Company, has joined the 
|western advertising sales depart- 
iment of Sportsmen’s Adventures 
|published by Drake Publishin: 
Company, Chicago. This depart- 
/ment also handles the national ad- 
|vertising sales and promotion o! 
‘Sporting News, published b) 
|Sporting News Publishing Com- 
pany, St. Louis. 


Reliance Names Rae V.P. 


John Rae, general sales manage 
‘of Reliance Mfg. Company, wit 
headquarters in Chicago, has bee 
appointed a vice-president. 
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THIS ISN'T CONCLUSIVE PROOF 


OF EFFECTIVE ADVERTISING 
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YOUNG @ RUBICAM, INC. 


ADVERTISING 


New York Chicago Detroit San Francisco Hollywood Montreai_ Toronto Mexico City London 
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Four Name Ross Agency Issues Tax Guide 


The following New York organi- | 


zations have appointed Philip I. 
Ross Company, New York, to han- 
dle advertising: Ranger Company, 
coater of fabrics, and Herward 
Company, manufacturer of spe- 
cial fabrics (daily trade news- 
papers and trade magazines); 
Chadwick Clothes, manufacturer 
of men’s and women’s clothing 
(newspapers and direct mail), and 
Jay Dee Products Company, 
manufacturer of drinking straws 
and paper cups (business papers). 


Parsons Joins Gardner 


Fairchild Publishing Company, 
|New York, has published the third 
'annual edition of “Fairchild’s In- 
‘come Tax Guide for Retailers,” 
| written by Harold Gold and Louis 
Haimoff. The new book, priced 
|at $2.75, includes two new features 
|\—a greatly expanded supplement 
‘on tax-saving suggestions, citing 
actual examples of tax economies, 
and a tax time-table, to remind re- 
|tailers of the dates on which re- 
|ports and payments are due. 

| 
‘Straubel Names Wemple 
| Jack C. Wemple Advertising, 


Joseph F. Parsons, formerly|Green Bay, Wis., has been ap- 


with Jann & Kelley and Loyd B. 


|pointed to handle the advertising 


Chappell, has joined the Los An-| of Straubel Paper Company, Green 


geles office of R. F. Gardner & Co., 


publishers’ representative. 


Bay, maker of paper towels and 
tissues. 


All Weather, Complete Service 
Delivery and pickup of rush ship- 
ments anywhere 
in Chicago any 
time. Incoming 
trains and planes 
met, with direct 
delivery to your 
office. 


PHONE DEL. 1234, 412 N. Wells St., Chicago 


BONDED SPECIAL 
DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


Kimball Names Allerton 
Market Research Head 


Richard M. Allerton has joined 
Abbott Kimball Company, New 
York advertising agency, as mar- 
ket research director. 

Mr. Allerton was formerly on 
the staff of Trade-Ways, Inc., and 
was director of radio research for 
Crosley, Inc. During the war he 
served as management consultant 
for the War Department. 


Richfield Trims Radio 
Richfield Oil Corporation of 
New York, through Hixson-O’Don- 
nell Advertising, has renewed 
sponsorship of Arthur Hale, “Your 
Richfield Reporter,” Tuesdays and 
Thursdays at 7:30 p.m., EST, on 
38 Mutual stations, but has 
dropped Hale’s Saturday news- 
cast at the same hour. The re- 
newal was effective Dec. 31. 


XETZ Joins CBS Net 


The CBS Network of the Amer- 
icas now includes 124 affiliates in 
Central and South America, Mex- 
ico and the Caribbean area as a 
result of the addition of XETZ, 


| Tezuitlan, Puebla, Mexico. 


York, Meyer Both 
Start ‘Newspaper 
Only’ Ad Agency 


Cuicaco—A new advertising 


their plans around it: 


make them more effective 
with Sono-Vision! 


Advertising Age, January 6, 1947 


Meyer Both building at Michigan 
Ave. and 20th St., Chicago. 

Mr. York, who has been with 
the Bureau of Advertising for the 
past three years, was previously 
advertising manager of the Tulsa 
Tribune and later sales promotion 
manager of the Tulsa World and 


aK. 


agency, specializing in national | 7>jy.ne, The new agency is start- 
newspaper advertising exclusively, | ing from scratch, with no accounts, Yo 
has been organized by J. Robert and because of its ability to draw 
York, who resigned Jan. 1 as west- | on the 300-man creative staff and 
ern manager of $250,000 annual research operation My 
the Bureau of ge ees |of Meyer Both, will have no addi- h 
Advertising, _| tional personnel, except for space ‘ 
ANPA, in coop- buying —the one function which 
eration with 'the Meyer Both organization does 
tak ak pete |not at present include. 
ompany, whic 
has provided Sold on Medium or 
newspapers with The new agency stems from Mr. 
retail advertising | York’s firm conviction that news- 
mats and _ serv- paper advertising is the most ef- 
ices for 47 years. 'fective of all advertising, and in 
Mr. York is J. R. York many cases the least effectively — 
managing direc- executed, largely because the na- THI 
tor of the new agency, to be|tional advertiser is too remote in new 
known as The Newspaper Adver- | thinking from individual newspa- the 
tising Agency. It will be operated | per markets. His own background in, 
as a division of Meyer Both Com-_ in newspaper advertising in half a vote 
pany, with headquarters in the |dozen cities, plus the intimate ing 
| knowledge of merchandising and 
‘of local market characteristics 
‘which Meyer Both can bring to Au 
bear, provide a perfect combina- 
'tion, he believes, for the adver- De 
tiser who wants to “bring the | 
prospect, the money and the mer- fo] 
\ | | chandise together in a retail estab- 
: \ lishment so that a sale can be Sy 
\ \ consummated at a profit to all con- bars 
a cerned.” at 6 
\ Dent Hassinger, an account ex- in f 
\ ecutive with the Chicago office of § Febr 
\ |the Bureau of Advertising, was ac 
oe | named by Alfred B. Stanford, the § ‘adi 
\ | bureau’s national director, to serve Liqu 
fd ‘as acting western manager. Mr. § Wale 
eat |Hassinger, who joined the bureau St 
ck, |in 1939, served with the Navy dur- drive 
ing the war. Prior to 1939 he was @ stad 
4 associated with Crowell - Collier now 
ta Dh | Publishing Company, Macfadden § !arge 
\ Publications and Popular Science @ ™en 
\ Publishing Company. leafle 
\ a het Gold 
\ the ¢ 
\ Graybar Promotes Metz Th 
Graybar Electric Company, New time 
York, has appointed Herbert Metz set j 
as eastern district manager to suc- Worl 
_ceed W. J. Drury, who has retired §@ Wj) 
|after more than 42 years’ service. vate 
Graybar has also named Mr. Metz 
a member of the executive com- close 
‘mittee. He joined Western Elec- §*¢S F 
| tric Company in 1915, served in are 1 
|sales and advertising capacities traliz 
| until 1926 when he became adver- Co; 
| tising manager, and later sales make 
| promotion manager, of the newly servi 


All parts — screen; projector; sound system — are 
contained in a single cabinet. The image is projected 
on the rear of the 21’’x 29” screen. The cabinet 


can be rolled quickly from room to room: 


Thus no time is spent setting up equipment. 
No darkened room is necessary: Sono-Vision can be 


used almost anywhere electric current is available. 


No wonder Sono-Vision provides so many 
more uses — more effectively — than conventional 
projection methods. We'll be glad to tell you how 


leading companies everywhere are building 


Sono-Vivien 


FOR MOTION PICTURE PROJECTION 


MILLS INDUSTRIES, INCORPORATED + DEPT. 202A + 4100 FULLERTON AVENUE, CHICAGO 39, ILLINOIS 


_formed Graybar company. In 1929 
| he became general lamp and light- 
|ing sales manager; in 1933 a direc- 
itor of the Graybar Management 
| Corporation; and in 1940 a direc- 
tor of Graybar Electric. 


Resigns Greene, Tweed 


| Michel-Cather, Inc., New York, 
|has resigned the account of 


| Greene, Tweed & Co., New York, 
— of mechanical packings and 
| tools. 


FROM THE OUTSIDE 


Home-carrier-delivery 


Bayonne family subscrip- 
tion 


More circulation among 
Bayonne families than al! 
New York and Hudson 


County evening newspaper 
| 


combined 


‘THE BAYONNE TIMES 


NEW JERSEY 


| BOGNER & MARTIN 
Sales Representative’ 


| 
| NEW YORK CHICAGO 
RTE SS 
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themes is used—that in England, 
ithe U. S. and other countries there 
|are more pleasant bar accommo- 


|dations because of later closings; | 


‘Marathon Promotes Two 


|/that husbands now are often late 
| to return home because they can- 
|not go to bars after dinner; that 
| later closings will strike a blow at 
'“the sly grog trader’; that the 6 


cluding calendars and give-aways, 
is prepared for hotel executives 
and bar employes. 


D. W. Davis, who has been 
handling research work in the 
converting division, has been ap- 


been named manager of sales pro- 
motion of all Marathon products. 


Join Direct Mail Group 


Kathleen J. Heffernan and Wil- 
liam E. Mohan have joined the 
Direct Mail Advertising Associa- 


tion, New York, as headquarters | 


assistant and librarian, respec- 
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an FCC permit to switch from 250 
watts power at 1,240 kilocycles to 
1,000 watts power at 550 kilo- 


cycles. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


OLD 
SIDE 


bscrip- 


mong 
an al! 
idson 
paper 
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THE QUESTION IN SYDNEY — This 
newspaper ad and scores of others by 
the Liquor Trades of New South Wales 
in Australia are aimed at a popular 
vote for later curfews in bars in a com- 
ing referendum. Goldberg Advertising, 
Sydney, is the agency. 


Australian Liquor 


Dealers in Drive 


for Later Curfew 


SYDNEY, AUSTRALIA — Whether 
bars here shall continue to close 
at 6 or at 10 p.m. may be decided 
in favor of the later hour in a 
February referendum because of 
a concentrated newspaper and 
radio drive launched by the 
Liquor Trades of New South 
Wales. 

Starting with a public relations 
drive last fall, the campaign has 
gradually been intensified and 


now includes a heavy schedule of 


large-space newspaper advertise- 
ments, radio announcements and 
leaflet and booklet distribution. 
Goldberg Advertising here handles 
the account. 

The present 6 p.m. closing 
time for service in hotel bars was 
set in New South Wales during 
World War I. The referendum 
will decide whether bars in pri- 
vate clubs as well as hotels must 
close at 6, 9 or 10 p.m. As some 
ads point out, 9 or 10 p.m. curfews 
are in effect in other parts of Aus- 
tralia. 

Copy stresses that early closings 
make for crowded, congested bar 
service at present. 


Beyer 


ash! Illinois Dept. of Labor reports that 
bckford led all downstate Illinois cities 
the value of new building permits dur- 
§ the month of October! 


ve proof that Rockford is a live re- 
onsive market . . . "Best Test City in 
* Mid-West." 


lt Lhe Top in Dibinoca 
LOCK FORD 


MORNING STAR 
REGISTER -REPUBLIC 


111,000 


OLITAN POPULATION. 


A variety of 


: : |pointed director of research of all | tively. RIKRAFT* SIGN CO. 
re oe: SRE | toe packaging materials and | THE A - bare adel 


; , ackages made by the Marathon | Artkraft*® Manufacturing Corporation 
Among the ads, many give in- Paneer oo Aig annie, Wis. Rus- Gets More Power 900 Kibby St., Lima, Ohio, U.S.A. 


structions on how to mark ballots | se] C. Flom, in charge of the com-| Station WJIN, ABC affiliate in as | 
correctly. Special material, in- pany’s specialty packaging, has! Lansing, Mich., has been granted | Stratenete tp. ¥.8. Po 


(MAYBE YOURE WUSEINE SOMETHING! 
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194,210 RADIO FAMILIES 


bai ee 3 The Pacific — 
roadcasts originating in the “metro- 4 
politan” aia of oa Pacific North- [Jim Northwest's” 
west States of Oregon and Washington 2 
fail to reach one of the richest buying [i 2 2 4 
groups in the entire area. 194,210Radio [--y- I-Ie Ula @-% pace 
Families are by-passed ! | Al 
Reason? The answer lies in the rugged 
terrain of this enormous country. Look at the map. Just 
think what such rugged topography does to ordinary 
radio broadcasting. 12,000 to 14,000 foot mountain ranges 


pose a practically impenetrable barrier to radio. 


There’s Only One Effective Way to Reach 
These Prosperous People with Radio... 


That one way is through the local radio stations . . . the 15 stations of the 
Oregon-Washington Radio Group. These stations hold an enviable position 
in this great market.* For instance, BMB figures show these stations deliver- 


ing, on the average, better than 75% of the available daytime audience . . . 


Topographie 
map shows the 

15 stations of 
O-W-R-G, and how 
markets served by 
each are separated by 
mountains, Stations 


better than 62% of the available nighttime audience! Here, and here alone 
is the key to tap this thriving market of 194,210 radio families . . . families 
spending over 154 millions of dollars for food products alone... families with 
a Per Copita Effective Buying Income of $2,688.00 


Su: ea may be used as a 
\ group, singly, or 


any combination.* 


. « » highest in the nation. 


OREGON WASHINGTON 
KWIL (MDL) KORE (MDL) KXRO (MDL) KRKO (MDL) AE 
Albany Eugene Aberdeen Everett m — _ 
KAST (MDL) KFLW (ABC) KVOS (ABC) KWLK (MDL) —" 
Astoria Klamath Falls Bellingham Longview y 
KBND (MDL) KRNR (MDL) KELA (MDL) KGY (MDL) A as tana 
Bend Roseburg Centralia Olympia yf ieee Af f iliate 
KOOS (MDL) KSLM (MDL) KPQ (ABC) 
Coos Bay Salem Wenatchee 


*For detailed information write or wire THE HOMER GRIFFITH COMPANY, New York, Chicago, Hollywood, San Francisco 
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Advertising 


THE NATIONAL NEWSPAPER 


Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, london N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. lL. BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 
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MARKETING 
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Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Richard K. Doon, Frances Jameson. 
Chicago: Murray E. Crain, Emily C. Hall, 
Robert Murray, Jr., Charles B. Cunning- 
ham, Jeanne Scharnberg. 


Correspondents in All Principal Cities. 


Advertising Director, Charles B. Groomes 
Manager Sales and Service, G. D. Lewis 
Monager Promotion and Research, J. P. 
Dobyns 

New York: T. K. Worthington, G. A. Ahrens, 
Halsey Darrow, O. O. Black, Robert Snow 


Chicago: O. L. 
tising Mgr. J. F. 


; ; Mansfield. 

apeen wan, Fernand Marteau Son Francisco (4): Simpson-Reilly Utd., 
Editorial Production, F. J. Fanning Russ Bidg., Wm. Blair Smith, Mgr. 
Librarian, Elizabeth G. Carlson los Angeles (14): Simpson-Reilly Ltd., 


Garfield Bldg., Wolter S. Reilly, Mgr. 


ADVERTISING 


Western Adver- 
Edward S. 


Bruns, 
Johnson, 


10 cents o copy, $2 © year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


We Need Better Balance 


During the past two weeks,|to this piece, is that too many of 
newspapers throughout the coun-/|us are feeling awfully poor simply 
try have been carrying a fair vol- | because the lines have melted 


ume of an unfamiliar kind of ad-| 
vertising: retail store advertising 
which speaks of such strange 
things as “sales,” “clearances” and 
“price reductions.” 

These words and combinations 
of words have been rarely used 
during the Fantastic Forties, and 
a number of people, including a 
surprisingly large number of mar- 
keting and advertising men, have 
apparently assumed that they had 
been dropped from the language. 
As a result, their appearance in 


the public prints has engendered 
a good deal of sorrowful head 
shaking, accompanied by doleful 


the end has finally arrived. 

We had intended to take a look 
at a representative collection of 
newspapers covering the corre- 
sponding period of, say, 1939 or 
1940, just to see how widespread 
and how serious the current situa- 
tion is, compared with a ‘‘normal” 
year. We didn’t, but even so, we 
are willing to make a small wager 
that there were lots more sales and 
price cuts then than there are now, 
and that they were more severe. 

The moral, if there is a moral 


away from in front of our doors, 
and a few items of merchandise 
actually repose peacefully on our 
shelves for a few minutes, instead 
of being snatched up before the 
stock clerk can lay them down. 
Having attained fantastic business 
heights, we now have an inclina- 
tion to picture ourselves in the 
depths when we slide back a few 
inches, forgetting that we are still 
at higher levels than most of us 
dared to envisage a half dozen 
years ago. 

It is folly to shut one’s eyes to a 
perceptible slowing down of the 


‘ ie | movement of certain types of mer- 
suggestions that the beginning of | 


chandise, and a visible resistance 
to exceptionally high prices. But 
it is equal folly to exaggerate a 
normal trend into a forecast of 
doom. 

We’ve been talking, for three or 
four years, about the necessity of 
preparing for the day when sales- 
manship would again be called for. 


|Apparently we stand on the 


threshold of that day. How about 
putting a full head of steam into 
that salesmanship machine and 
letting her rip? 


The Fair Trade Laws, Again 


Within recent weeks there has 
been notable activity on the fair 
trade front. In the drug field, for 
example, the trade papers and the 
mails have been filled with notices 
of new companies which have 
placed their products under the 
protection of state fair trade laws, 
or of companies which have ex- 
tended price maintenance to new 
areas. 

Amidst the cheering, however, 
it might be well to sound a note 
of warning — warning that price 


maintenance is not as universally | 


accepted as death and taxes, and 
that consumer voices will be heard 
ncreasingly on this subject. Mrs. 
Katherine Van Orden, president 
if the National League of Women 
shoppers, indicated pretty clearly 
hat fair trade isn’t everybody’s 
larling when she addressed a 
narketing meeting in Newark a 
‘ouple of weeks ago. At that time 
he asked, with asperity: 

“If business is so certain of the 
‘ffective operation of the law of 
upply and demand, why is it so 
nterested in promoting fair 


9.) 


rade 


gins to appear, will not be the last 
to be heard in connection with re- 
sale price maintenance, and it 
might be just as well for national 
advertisers in particular to de- 
velop a set of handy answers. Ap- 
VERTISING AGE has never been com- 
pletely convinced that fair trade is 
a perfect instrument, but that is 
momentarily beside the _ point. 
What is very much to the point is 
that the consumers who are going 
to be more militant in fighting fair 


trade apparently do not know, or | 


have forgotten, the history of the 
fair trade movement. Too many 
of them assume that fair trade is 
a device foisted upon the public by 
“big business,” and particularly 


by producers of nationally adver- | 


tised goods. 

As a very minimum, they ought 
to be told the truth: That fair 
trade was invented as a panacea 
by the corner merchant; that it 
was looked on none too kindly by 
most national advertisers; and that 


its present acceptance in certain | 


fields is a tribute to the power of 


small retailers, and not to the 


Mrs. Van Orden’s query, it be-| power of big business. 


Bee eee 


enywvo se 


continue 


“OK, I'll order a case if you insist! But | warn you, this seller's market won't 


forever!" 


Happy. Happy 

As the end of 1946 limps over 
the horizon, Ad-libbing would like 
to send New Year greetings to 
all the admen who: 

(1) didn’t blow their tops when 
a friend said slyly that “The Huck- 
sters”’ made the “advertising 
game” look pretty fascinating; 

(2) resisted the temptation to 
say “what the hell does he mean, 
public relations? That guy is just 
a publicity man”; 

(3) held the hands of their cli- 
ents during a year in which ma- 
terial shortages and labor trouble 
disemboweled some of the sweet- 
est advertising plans ever laid; 

(4) lost accounts cheerfully, and 
went forth to pilfer another with 
ingenuity and determination; 

(5) gave time, sweat and hu- 
mor to charity drives, Council ac- 
tivities and many another commu- 
nity activity; 

(6) remained equable and calm 
with media reps, printers and lith- 
ographers, despite an urge to com- 
mit mayhem; 

(7) became vice-presidents, and 
also those who did not become 
vice-presidents but did not say 
‘just a title—doesn’t mean any- 
thing”; 

(8) came back from grim busi- 
ness with humor and common 
sense intact, and did not throttle 
some of their colleagues whose 
views of the war are strictly from 
Hargrove; 

(9) got fired—and said so; 

(10) managed not to sprinkle 
“top policy level” into their con- 


| versation like an accent; 

| (11) who were courteous and 

truthful to reporters. 

| To all these, and other worthies, 
a pleasant and profitable New 

| Year! 


Yule Retrospect 
Now that the season is over, and 
| the fowl hacked to the amusement 
of family and assembled guests, 
the presents opened and the orna- 
| ments broken, the bills paid and 
| the carols sung, leave us look once 
|more at the business of commer- 
|cial gift-giving. 

This year, as in previous years, 
| the principal item was liquor. Some 
of it was practically 
stuff that retails (if it 
found) for $15 a fifth. 


can be 
Records, 


gik-edged | 


|fruit and tobacco accounted for 
the remainder. 

Since we’re looking into the mo- 
lars of gift horses, we can’t help 
noticing that gift certificates for 
CARE, or Greek Relie’, or any of 
the other charities now doing yeo- 
man work overseas were strangely 
absent. This disturbs us, because 
it seems some of the givers might 
have thought of it. 

Liquor is fine; but it seems likely 
that many a recipient would rather 
have had a card telling him a 
package of food bearing his name 
had been sent overseas. 


Year's End 


As each year is stripped off the 
calendar, assorted public relations 
people dash off a review and fore- 
cast for their companies and/or 
industries. Some of them you have 
read, but one lingers in our mind: 
the Corset and Brassiere Associa- 
tion of America. 


utive vice-president of the associa- 
tion, “The industry will turn en- 
ergy which has been expended in 


before decontrol toward satisfying 
consumer wants and developing 
potential markets.” 

A friend of ours thinks decontrol 
in the foundation business is a 
frightening prospect. 


Too Much Liquor 

It’s strange, and somehow inex- 
plicable that so many non-liquor 
advertising men don’t like liquor 
advertising, but it seems to be true. 


advertising manager of a food 
company which is by no means the 
smallest magazine advertiser, 
called your Ad-libber to decry the 
Christmas issue of one of the 
weeklies, which he said was filled 
to overflowing with liquor ads, 
and which he described as his per- 


| sonal choice for “most inappropri- | 


|ate issue” of 1946. 
| This dislike for 
| liquor advertising in one place has 


| been mentioned frequently before, | 


|}and publishers are aware of the 
|problem it poses, but when the 
| holiday season and relatively thin 
issues and lots of liquor advertis- 
ing all happen to develop simul- 
taneously, it’s awfully hard to 
handle the situation to everyone’s 
i'complete liking. 


Said Flefcher D. Dodge, exec- | 


complying with OPA regulations | 


The other day, for example, the | 


considerable | 


The following documents may be 
|secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
,advertiser or advertising agency 
|executive writing on his business 
‘letterhead. Address ADVERTISING 
|AcE, 100 E. Ohio St., Chicago 11, 


| Ill. 


|No. 2739. Oregon Newspaper Ad- 
vertising Rate Book. 


The Oregon Newspaper Publish- 
ers Association has issued the 1947 
edition of its annual rate book, 
which contains Oregon newspaper 
rates effective Jan. 1 and other 
data for each paper. This year the 
material includes weekly newspa- 
per circulations for the first time. 


No. 2740. A Study of Outdoor Ad- 
vertising, sacramento, Cal., 
Metropolitan Market. 


This study of outdoor advertis- 
ing (24-sheet posters), issued by 
Foster & Kleiser Company, is a 
pilot study of what is intended to 
be a continuing series of studies to 
be made in major Pacific Coast 
cities. Conducted in Sacramento 
by Facts Consolidated, it covers 
kinds of frequency of outdoor ac- 
tivity by men, women and children 
(for work, shopping, entertain- 
|ment, etc.); readership of 20 ad- 
vertisers’ posters, and the effect of 
outdoor activity on poster reader- 
ship. 


No. 2696. How Dealers and Ar- 
chitects Rate Consumer Maga- 
zines. 


This survey, made by the re- 
search division of Better Homes & 
Gardens, compares magazine rank- 
ings to show the trend in prefer- 
ences. In two sections, the first 
is a report of identical studies 
made in 1941 and 1946, broken 
down into separate reports for 
dealers in paint, oil and glass, 
lumber, hardware, electrical sup- 
plies, furniture and home fur- 
nishings, as well as a picture of 
“all retailers.” Part two covers 
a 13-year period, with a 1941-46 
study showing figures comparable 
to those of a 1933-37 study. Deal- 
ers were asked questions relating 
to readership, editorial preference 
and advertising preference, and 
architects were asked the first two 
questions. 


| No. 2692. The Pittsburgh Market. 


The Pittsburgh Post-Gazette has 
‘issued this folder, which contains 
/a map showing the population 
|density of the Pittsburgh market, 
|along with a tabulation of county- 
|by-county market data. The in- 
_ fold contains a population 
density map of seven metropolitan 
'market areas, showing that in the 
| Pittsburgh market the major por- 
tion of the population lives out- 
| side the ABC area. 


'No. 2699. The Farm Family of 
the South Today. 

A study of farm families of the 
14 southern states, made by Cross- 
ley, Inc., is reported in this book- 
let, which has been issued by The 
Progressive Farmer. Farm tenure 
size of farms and homes, income 
‘education and other details are 
‘shown in graphs representing fig- 
ures for southern families anc 
Progressive Farmer families. 


No. 2730. Idea-Planned to Sel 
the Homers. 


| Household families, designate: 
,as “the Homers,” are introduce 
|in this folder, which tells abou 
| their home ownership, home-liv 
\ing, gardening, housekeepin 
|methods and other details. Th’ 
| illustrated pages show how House 
hold plans its editorial features fo 
'maximum interest. 
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industry reports to 


... and the figures are startling ! 


@ In the January 6 issue of STEEL, metalworking plants from coast to coast report 
exclusively to STEEL’s editors on ‘Prospects for 1947.” All who read STEEL’s widely 
quoted report a year ago will look forward with great interest to this new Study. 


Again . . . the plans and expectations of the gigantic metalworking industry are 
graphically analyzed and interpreted in a special 32-page report on what's ahead 
for metalworking. 


You will get a startling new picture of the growth of the world’s largest industrial 
market—from a 19 billion dollar output in 1939 to 43 billion in °46, and an ex- 
pected production of 55 billion dollars for ‘47. This means the industry itself is 
planning on a volume this year, 21/, times greater than pre-war! 


For any company selling to the metalworking industry, this means a far greater sales 
potential. The report is actually an “advance census” that sets up a new “yard stick” 
for measuring your sales opportunities. W ith no government census figures available 
since 1939, and none in prospect before 1948, this new data presented exclusively in 
STEEL meets a timely need for information. 


More than 100,000 regular readers will see this report in STEEL. It is another ex- 
ample of the outstanding editorial job which has made STEEL the first paper of 
metalworking. To get a copy of this Special Report on “Prospects for 1947,” 
write today. 


STEEL > PENTON BUILDING + CLEVELAND 13, OHIO 


A 
Penton 
Publication 


WHAT 


PRODUCTION...How much 


will production increase in °47? 


PLANT CAPACITY ... How 
much bigger than 39? How much 
expansion ahead? 


EMPLOYMENT eee How many 
more workers will industry employ? 
What's the present trend in worker 
productivity ? 


SHIFTS IN INDUSTRY... What 
geographical shifts have occurred 
and what further changes may be 
expected ? 


PRODUCTION COSTS... What 
is industry planning to do to in- 
crease output and reduce costs? 


SELLING COSTS...Are sales 
and distribution costs expected to 
rise further in °47? 


PRICES...What is the expected 
trend in selling prices over the next 
12 months? 


PROFITS... What is the profit 


outlook for the industry in 1947? 


STEEL SAYS 


MAKES NEWS! 
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AN ALL-o TAN 


Only in Pictorial Review does 
such a galaxy of writers build 
an audience for your advertising 


Millions of Americans know and follow—with almost religious 


intensity—the writings of the stars who appear every Sunday only 


in Pictorial Review. 


Millions would rather miss breakfast than skip ‘“‘Bugs” Baer. To 
millions of others, Sunday just wouldn’t be Sunday without Mark 
Hellinger or Durling. From cover to cover—from George Dixon's 
Washington wit to Louella Parsons’ doings of Hollywood—each 


numbers his loyal followers in millions. 


Add the sparkle of Pictorial Review’s artists and cartoonists—add 
Pictorial Review's unique coverage of local entertainment news—and 


you've got super-power for sales! 


» 


NUV ¢ ELISE can you sponsor 
such a star-studded cast of writers 
and artists. 

‘ - 

di does the mag- 


netism of local entertainment news 


draw people to your advertising. 


is advertising so 
rigidly limited to assure you spotlight 
visibility. 


can you pick 
your markets—from 1 to 10—exactly 


as you like. 
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Butter Price ‘Rig’ Draws 

New Attention to Co-ops 
WASHINGTON — Rigging of the 

butter market by a New York 


dairy co-op has drawn attention | Rep. 


By STANLEY E. COHEN, Washington Editor 


vapital funds for expansions into 
‘resh areas of competition with 
orivately owned business. 

The question was so real that 
Walter Ploeser (R.,-Mo.) 


again to the special tax status of | dissented sharply when the House 


such organizations. 

Even before the 79th Congress 
adjourned, GOP members were 
wondering whether the co-ops 
used their exemption to amass 


'small business committee issued a 
‘report concluding that this tax ex- 
‘emption was of little economic 
significance. 

_ If sentiment remains as it is to- 


hiraqo 


Mefender 


IM EXCESS OF 200,000 


ABC MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 


highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


day, Congress will take time to 
study accumulation of capital 
funds by co-ops. Specifically, 
members may ask how the dairy 
group accumulated more than 


$15,000,000 to support butter at) 


|abnormally high levels. 


Agricultural interests are al- 
| ready putting the heat on Congress 
|to appropriate funds for the first 
year’s research under the $60,000,- 
| 000 five-year marketing research 
| program authorized shortly before 
| Congress slipped out of town last 
|summer. A whole set of industry 
advisory committees will be estab- 

lished to plan research for each 
| commodity. If Congressional lead- 
(ers approve, Agriculture Secretary 
|Clinton Anderson will set up a 
| separate marketing administration 
|to direct the studies, which are 
|supposed to develop new uses and 
|better ways of distributing the 
| products of the farm. 

* * & 

The Association of Home Build- 
ers won considerable public re- 


rescue of an estimated 200 vet- 
erans who had deposited $500 to 
$1,000 with a tottering promoter. 


part of the deposits. 
the association announced that the 
200 will get homes from other 
builders at special prices which 
will offset part of their losses. 


oo at 


Commissioner Clifford J. Durr— 
FCC’s most outspoken member— 
calls the latest 10% hike in tele- 
graph rates “an experiment in 
futility.” Though other members 
felt it might meet Western Union’s 
cash deficit, Durr doubts that the 
solution to the firm’s financial 
problem lies “in constantly in- 
creasing rates imposed on a con- 
stantly contracting and deteriorat- 
ing service.” 

Western Union’s troubles are 
the “consequences of its own in- 
efficiencies,” Durr said. “It was 
not brought to that condition be- 
cause its rates were too low, and 
its financial salvation certainly 
| does not lie in making its competi- 


| spect last week by coming to the tive position even worse in rela- 


eye ae 


A 


. and packaging preferences definitely 
show trends for better boxed merchandise. Eighty percent 


of the people who influence the sales of the top 


packaging plans for the future. 


AND 


Liberty Trust Building = 


COOPERATING SUPPLIERS 


twenty-one industries of the country all state unqualified 
preference for set-up boxes. This preference is based on 
cold, hard sales facts. It’s easier to sell your product if 
packaged in a set-up box. Investigate today possibilities of 
advantageously selling your products in set-up containers 
which will give you greater versatility for less money than 
any competitive container. 
Write today to Dept. No. 95, National Paper Box Manufac- 
turers Association, Liberty Trust Building, Philadelphia 7, 
Pennsylvania, for the mame of your nearest set-up box 
manufacturer. He will be glad to assist you in your 


NATIONAL PAPER BOX MANUFACTURERS 


Philadelphia 7, Penn. 


The bankruptcy court may restore | 
Meanwhile, | which has seldom passed an op- 


Advertising Age, January 6, 1947 


tion to long-distance telephone and 
air mail.” 
ok * of 


Perhaps it’s significant that FTC, 


| portunity to issue a cease and de- 
sist order, dismissed a conspiracy 
complaint last week, even though 
convinced that the conspiracy oc- 
curred. The commission felt there 
was ample evidence that three coal 
distributors had combined to pre- 
vent a fourth from handling Juddo 
brand anthracite. The case was 
dismissed “for lack of public in- 
terest,” however, because the con- 
spiracy had been abandoned in 
1941. 
7 ck ok 

Before too long, State Depart- 
ment may know a great deal more 
about worldwide channels of in- 
format:-on. <A survey of facilities 
througli ut the world for printing 
of news, books and periodicals; the 
producticn and distribution of 
films; and the broadcasting and re- 
ception of radio programs has been 
approved by Unesco, the interna- 
tional information organization. 
The report will also deal with 
copyright restrictions, the high 
cost of cable and wireless com- 
munication, and other restrictions 
on the flow of information. 

ok * * 
| Unless the Commerce Depart- 
|'ment fares well, budget cuts will 
have a much more drastic effect 
| on reporting of economic data than 
| most people suspect. Much of the 
| vital production and demand data 
‘in recent years had come from 
| temporary agencies like OPA and 
|CPA. Other studies, made by Cen- 
|sus or Commerce, have been 
| financed from the appropriations 
of the war agencies. Unless Com- 
|merce can take over such things 
\as CPA’s monthly production re- 
| port, there will have to be a lot 
more guessing about economic 
| trends in the year ahead. 
| * He * 

The FTC chairmanship, which 
|changes hands each year, passed 
'last week to Commissioner Gar- 
land S. Ferguson. Appointed by 
| President Coolidge in 1927, he had 
previously served as chairman in 
| 1930, 1934, 1938 and 1942. 

A North Carolina Democrat, he 
has joined with Republican com- 
|missioners Freer and Mason of 
|late to modify some of FTC’s long 
| standing policies. 


| i 
Geyer Promotes Five 


Andrew Geyer, Inc., New York, 
‘has made the following changes 
,and promotions on its executive 
|staff: Donald McAllister, vice- 
|president and secretary, has be- 
come vice-president and general 
| manager; Hugh J. Ward has been 
_made advertising director of all 
|Geyer publications; Fred Stein- 
| hilber has been appointed adver- 
tising manager of Geyer’s Topics; 
Arthur P. Hibbard has become 
advertising manager of Gift & Art 
| Buyer, and James E. Neary Jr. has 
|been named advertising manager 
of Sports Age. 


‘Kays-Newport Ups Berger 
| Sol Berger, advertising man- 
ager of Kays-Newport, Provi- 
dence, R. I., has been appointed 
|manager of the company’s mail 
order shoe business. Mary Pills- 
bury, formerly with H. B. Hum- 
phrey Company, Boston, has been 
appointed to succeed Mr. Berger 
as advertising manager. 


in CIRCULATION, 
in ADVERTISING | 
in LEADERSHIP — 
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SO are Pils 
we ere, 


A series designed to 
help oil men get 
more from their 
valuable reading time 

. « and advertisers 


: a greater return from 
» their investment. 
1 This series appears 
a every two weeks in 
> the advertising press, 
and in The Oil and 
Sos Jowndl LU) gy 
q | } 
- The largest PAID circulation in The Journal’s history 
“ can ... and way out ahead of any other oil paper. 
S 
424 e 
; But there’s a Reason! 
a 20,000 More oil men CONCENTRATE their reading in The Journal, 
4 because they have found it to be more profitable than spread- 
" ing their reading ‘“thin’’ among the “other 27 oil papers.” 
1- 
as 18,000 More advertisers CONCENTRATE their advertising in The 
Journal for a greater return on their investments (proved by 
- the fact that last year The Journal carried almost twice as 
Ma many pages of advertising as any other oil paper). 
he 16,000 
The EXPERIENCE PROVES... IT PAYS TO CONCENTRATE. 
nd 
+ OIL and GAS 
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Four A’s issues 
Newspaper Study 


American Association of Adver- | 
tising Agencies, New York, has | 
announced publication of Volume | 
15, Part I, of its study of “Market 
and Newspaper Statistics.” Part 
I contains data on 57 cities in the 


Company, Philadelphia, is chair- 
man of the Four A’s daily news- 
paper committee. Copies of the 
study are available at Four A’s 
headquarters at $20 a volume. 


WSPR Moves Antenna 


Station WSPR, Springfield, 
Mass., moved one of its antenna 


United States and Canada, audited|towers, without any disassembly, 
in the quarter ended March 31, | about 50 feet to a new foundation. 
1946. Ninety-two other cities will| The move was made necessary by 
be covered in the remaining parts.|a construction permit granted by 
The study is intended to help/the FCC for an increase of WSPR’s 
agencies determine (1) differen-| nighttime power, from 500 to 1,000 
tial between general and retail! watts. 
a rr of os omar Fy esti Rdtian 
conn with inducements; (3) 
size and character of markets, and Gets Hat Account 
Harryson Hats, New York, has 
placed its advertising with Leon S. 


(4) cost of reaching these mar- 
kets with newspapers, including 

Golnick & Associates, Baltimore 
H. H. Kynett of Aitkin-Kynett|and New York. 


comparisons between markets. 


~~ HRP OW 
5 PHOTO COPY CO. 


a 
CHICAGO 8 


414 SO. STATE STREET 612 NO. MICHIGAN AVE 


Non-Residential 
Building toGet 
Big Boost in "47 


WASHINGTON — The revamped | 
housing program calls for 1,000,000 | 
homes and $8,000,000,000 of non- | 
residential construction during | 
1947. 

This is approximately the same 
/number of homes that were started | 
|during 1946. It compares, how-| 


WINNER—This Acme beer poster, painted by Jon Whitcomb, averaged 66% 

in comparison with an over-all competitive poster readership of 35% in a survey 

covering 20 full color 24-sheet posters conducted in the Sacramento, Cal., 
metropolitan market. Brisacher, Van Norden & Staff is the agency. 
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BA NON-FATJENING a= 


ever, with $1,820,000,000 of non- | 
residential construction under Wil- |/now in good supply, the amount of 
4 Wyatt. 'non-residential construction would 

There has been no breakdown of |have increased irrespective of 
types of homes during 1947. Since | whether Mr. Wyatt remained as 
their total value is estimated at | housing expediter. 


mits. Permits will be issued for 
homes with a maximum of 1,500 
feet of floor space, a home about 
50% larger than the average under 
the G.I. program. 

There are to be no priorities on 


$5,500,000,000, they would aver-| 
age $5,500. During 10 months of | 
1946, there were 500,400 comple-_ 
tions, 341,200 of them permanent | 
homes. | 


With many building a | 


Under the former housing chief, 
however, the government would 
| have retained set asides and other 
priority restrictions for construc- 
tion of at least 1,500,000 homes 


Set Asides Dropped materials. 


to veterans. 


Maj. 


Homes which are of- 
fered for sale must be offered first 


Inspection Standards Dropped 
Gen. Philip B. Fleming, 


“NO. 1 ON OUR ADVERTISING LIST FOR 22 YEARS” 


Ang 


Kroehler Mfg. Co., Ltd. began manufacturing 
fine furniture in Stratford, Ontario in 1920. 
In 1924 they began advertising, and the Star 
Weekly was the key publication on their list. 
Today, 22 years later, Kroehler is the world’s 
largest furniture manufacturer. During the 
last 22 years this great firm has advertised 
consistently, and every year the Star Weekly 
has been No. 1 on their hist. Throughout war 
years, when supplies were short the Star 
Weekly alone was used to keep Kroehler—one 
of the best known names in furniture—before 
Canadians. And Kroehler advertising in the 
Star Weekly is increasing, as supplies become 
more plentiful. 


Reaching more than 900,000 homes weekly, the 


The STAR WEEKL 


ZRY) ... world’s largest furniture manufacturer 
ita 


Star Weekly buying audience stretches from 
coast to coast. In the rich urban market, 
where 77.5% of Canada’s retail dollars are 
spent, 675,991 of the 1,100,337 English-speak- 
ing families buy, and buy from, the Star 
Weekly. 


Because the Star Weekly blankets this rich 
buying audience, successful advertisers of all 
types of products and services throughout the 
Dominion _ with pride to thriving busi- 
nesses built, to a great extent, upon Star 
Weekly advertising. 


PUBLISHED AT 80 KING ST. WEST, TORONTO, CANADA 
U.S. Representatives: WARD-GRIFFITH CO. INC. e New York e Chicago 
Detroit @ Boston @ Atlanta @ San Francisco @ Sait Lake City 


‘during 1947. 

The new top. trio—Fleming, 
Creedon and Foley—must work 
‘out ways of encouraging construc- 
tion of more rental housing, rather 
|than homes which frequently are 
|beyond the veteran’s pocketbook. 
Some objective observers praise 
this shift in emphasis, but wonder 
whether the veteran will be much 
better off with apartments with 
average rental of $80. 

The National Association of Real 
Estate Boards, which has spear- 
headed the opposition to a govern- 
ment housing program, is already 
| complaining that the new program 
| will not work. The only way to 
get housing, it says, is to end all 
allocations of materials, lift all 
limits on floor space and drop the 
‘system of federal permits. 


Ask 15% Rent Boost 


| Though the realtors would tol- 
/erate rent control until the end of 
|1947, they feel landlords should 
get a 15% increase provided they 
|issue their tenants a year’s lease. 
| When Mr. Wyatt left, President 
/Truman outlined new approaches 
| which eliminate the $10,000 ceiling 
/on homes, and open the way for 
|home construction by non-vet- 
| erans. 
| To prevent construction of man- 
| Sions, however, the government 
| will continue to issue building per- 


who emerges as the central figure 
in the liquidating hierarchy, prom- 
ises that the permit system will 
be simplified now that priorities 
are eliminated. Standards of in- 
spection, which had been asso- 
ciated with priorities, also are 
dropped. 

During 1947 emphasis will be 
placed on insured mortgage fi- 
nancing to encourage building of 
rental housing. Additional legis- 
lation may be asked. 

Currently, in setting rents, FHA 
permits an annual return of 612% 
on investment, plus operating ex- 
penses, maintenance and _ local 
taxes and a 7% allowance for 
vacancies and collection losses. 

The program also calls for con- 
tinuation of the guaranteed mar- 
ket contracts and for financial aid 
to manufacturers of factory-pro- 
'duced homes and new materials. 


Name Crossley Agency 
J. T. Crossley Company, Adver- 


tising, Los Angeles, has been ap- 
| pointed to handle the advertising 
of the new French dry cleaner of 
i'the El Camino Petroleum Com- 
pany, Los Angeles, using news- 
| papers throughout the West. Peck- 
| ham Mfg. Company, Pomona, Cal., 
|has also named this agency to 
handle the advertising of Amazu, 
'a toilet bowl deoderant for home 
use. Test ads will appear in 
Western Family. 


The Greatest Selling Power 


| 
| The Only New Orleans Station 
| Using all these means to 

| Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


NEW ORLEANS | 


DEPARTMENT OF LOYOLA UNIVERSITY, 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


In the South's Greatest City 
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Integrate Sales, 
Institutional Ads, 
Retailers Urged 


OmMaHA—There can be no defi- 
nite division between institutional 
and item advertising for retail 
stores if they are to maintain mer- 
chandising leadership, according 
to arguments advanced by Miss 
Margaret Egan, assistant sales di- 
rector of Marshall Field & Co., 
Chicago, at a recent meeting of the 
Omaha Advertising Club. 

Today’s retail advertiser, Miss 
Egan declared, must sell goods and 
must also sell the store and its 
policies. And, she declared, to do 
both successfully, he must tailor 
his advertising to meet the needs 
and desires of customers who vary 
considerably in their opinions. 

Miss Egan offered three plans of 
advertising to cover the needs 
from item copy to institutional 
copy in its strictest sense. Using 
Marshall Field & Co. as an ex- 
ample, she said the three plans 
include “hard-hitting volume ad- 
vertising to get today’s business; 
aggressive multiple advertising to 
get today’s and tomorrow’s busi- 
ness, and single item campaigns 
promoting long term sales ideas 
for long term business.” 


Civic Interest Important 


Careful study of media and 
their readers’ habits are vital, Miss 
Egan warned, and cited examples 
used by the Chicago store. She 
urged advertisers to humanize 
copy. Said Miss Egan, “‘We believe 
in humor in our advertising. We 
know that people like to feel good 
and to laugh.” Humor frequently 
makes a customer feel more 
friendly to the store, she declared. 

She pointed out that retail stores 
must reveal their civic responsi- 
bility, and should shoulder that 
responsibility to sustain their 
stakes in the economic improve- 
ment of their communities. She 
urged acceptance and promotion 
of the idea that the “customer is 
always right,” and pointed out 
that Marshall Field & Co. has de- 
voted entire campaigns to pub- 
licizing such principles. 


Sales Managers Elect 


Roy H. Warmee, sales promotion 
manager of the Minneapolis- 
Honeywell Regulator Company, 
as been elected president of the 
Minneapolis Association of Sales 
Managers. 


ROM BEGINNING 


;) From Comic Strip sketch Wig 
? courtesy King Features a 
Syndicate emerged 
statuette of laffable 
Dagwood. 


© K.F.S. 


. . = 
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... to Perfect Ending 


Skill at carving, economy 

of mold making, and ingen- 
uity in reproduction ad 

up to Multi's specialized 
ability to “do a job" on 
your trade-mark, featured ad 
character, sign or display. 


MULTI PRODUCTS, INC, 
CHICAGO &, ILLINOIS 


Il the rougish 6 
then drewa smile 
impulse fom 
Soe : 
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Appoints Ren Averill 


Ren Averill Company, Los An- 
geles publishers’ representative, | 


‘has been appointed West Coast} 


representative for Rural Gravure, 
the roto section of the Country 
Press, effective with the January, 
1947, issue. Averill will cover all 
territory west of Denver for the 
160 weekly newspapers in Wis- 
consin, Minnesota, Illinois and 
Iowa, which publish roto sections 
the second week of each month. 


Map Record Campaign 
for Cohama Men's Wear 


The Cohama fabric’s men’s wear 
division of Cohn-Hall-Marx Com- 
pany, New York, will break a 
record campaign this year in con- 


sumer and business publications, 
featuring the theme, 


“Cohama | sel. 


weight for modern living,’ and 


‘using illustrative examples from | 


Cohama fabrics in rayons, silks, | 
woolens, and prints for all types. 
of garments. 

Pages will appear in Esquire, 
Fortune, Harper’s Bazaar, True, | 
and Vogue, and seven business | 
papers. Copy will be placed | 
through Foote, Cone & Belding, | 
which recently took over the ac-| 
count from Dorland International-_ 
Pettingell & Fenton. 


Names Keelor & Stites 


Empire 
Corporation, Ashland, Ky., manu- 
facturer of concrete block ma- 
chines, hardware and plumbing 
specialties and garden tools, has 
named Keelor & Stites Company, 
Cincinnati, as its advertising coun- 
Business papers and farm 


Men’s Wear Fabrics—lighter-j| publications will be used. 


Foundry & Machine| 
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of the finest» perfume 
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and cosmetic ‘advertising , 


BEAUTY FASHION — 
Also giueblishers of DRUG AND COSMETIC INDUSTRY. ‘ 


mr 


REPRESENTED NATIONALLY BY HEARST 


ADVERTISING SERVICE. 
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New York to Hit 
8,585,000 in 1970, 
Utility Estimates 


New York — The population of 
New York City will be 8,585,000 
in 1970, according to an estimate 
by the Consolidated Edison Com- 
pany of New York. 

The utility company, which 
makes periodic population studies, 
believes the city will grow 15% 
in the next 24 years, while the 
population of the United States is 
advancing 22%. The population 
growth rate of New York has pre- 
viously been higher than the coun- 
try as a whole. 

The present boom in marriages 
and births is only temporary, the 
company finds, and will drop 
sharply in New York after 1947. 

The five boroughs will all feel 
the increase, but Manhattan will 
get only 1.5% growth, while 
Queens will grow 39.8%. In Man- 
hattan, the removal of blighted 
areas will continue, inducing a 


**BETTER 
THAN 
AVERAGE”’ 


A Wealthy Market 


108,500 wealthy readers (not just 
a city-zone population figure) ... 
with a net effective per capita buy- 
ing power of $1,180* ($154* 
higher than the U. S. average) ... 
per capita retail sales of $670* 
(U.S. average is only $579)... 
40,793,000 gross farm dollars* 
. . . in McLean County, one of 
the top 620 counties in the United 
States which contain 80% of your 
sales potential. 


The Daily Pantagraph . . . read 
by all the family . . . covers 93% 
of rich Bloomington . . . 86% of 
prosperous McLean County... 
73% of the primary trading zone 
that includes adjacent portions of 
eight equally affluent counties ... 
is alone in reaching this quality 
market. 


. 1946, Sales Management Survey of 
; Power; further reproduction not li- 


FOR 100 YEARS 


BLOOMINGTON, I MLIN ois 


general movement toward mod- 
ernization. 

As in the rest of the country, 
there will be an increase in old 
people (65 or older). In 1940 there 
were 414,419 people in this group 
in New York, but in 1950 the num- 
ber will be 600,000. 


Elect Calkins Director 


Howard W. Calkins, vice-presi- 
dent of Albert Frank-Guenther 
Law, New York, has been elected 
a director of the agency. 


Maps Embroidery Plans 


The Embroidery Manufacturers 
Bureau of the Schiffll Embroidery 
Makers, Union City, N. J., has ap- 
pointed Dora Loues Miller as pub- 
lic relations consultant to promote 
the embroidery industry. The bu- 
reau represents about 428 firms, 
which constitute approximately 
90% of the industry in America. 


Blatz Elects Ballew 


L. D. Ballew has been elected 
to the newly created post of vice- 


/president in charge of advertising 


and market research for the Blatz 
Brewing Company, Milwaukee. 
The board reelected Frank C. Ver- 
best, president, William J. Janssen, 
vice-president and treasurer, and 
James B. Croke, secretary. 


Ward Opens New Agency 


Jim Ward & Co., advertising 
agency with offices in Chicago and 
Hollywood, has been opened, suc- 
ceeding the partnership of Ward & 
Futterman, which was dissolved 
last month. Mr. Ward will head the 
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Hollywood office, 2124 Cahuenga 
Blvd. The Chicago headquarters F 
will continue to be at 188 W.f 
Randolph St., headed by George f 
Clifford, former Florida Citrus 
Commission field supervisor. 


‘Sherlock’ Shifted 


R. B. Semler’s ““New Adventures 
of Sherlock Holmes” (ABC, Satur- 
days, 9:30-10 p.m., EST) will be 
shifted to Mondays at 8:30-9 p.m., 
EST, starting Jan. 13. The pro- 
gram is placed for Semler by Er- | 
win, Wasey & Co., New York. 
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Watch the Hidden 
Instalment Costs, 
Car Buyers Told 


New YorK—With the coopera- 
tion of leading finance companies, 
the national and local Better Busi- 
ness Bureaus throughout the coun- 
try have published a leaflet on 
“The ‘Pack’ in Some Automobile 
Time Buying Contracts.” 

Issued as part of the bureaus’ 


“Guard Your Savings” program, | mate reserve, to the dealer. 
the leaflet points out that ‘a small | overage is called a ‘pack.’” 
group of dealers and financing| Motor car buyers are urged, for 
agencies” have worked out meth-|their protection, to obtain in writ- 
ods whereby “the finance charge | ing: 
is as high as the uninformed and “1. Cash delivered price, in- 
unsuspecting customer will stand, | chafing specified extras. 

“A high charge having been put “2. The exact amount allowed 
over ... some financing agencies, | in trade, if any. 
when they buy the contracts from “3. Finance charges, and for 
the dealer, deduct their standard | how long. 
or regular charge (sometimes! “4. Cost of insurance and cov- 
called discount) and return the|erage provided.” 
balance, over and above the legiti-| Companies are offered reprints 


This 


for distribution to their employes, 
at $6.50 a thousand, and are asked 
ito reprint the leaflet material in 


| their house organs. 


Adds Joseph Cohn 


Joseph R. Cohn, for 10 years 
|a member of the national adver- 
tising staff of the Boston Herald 
Traveler, has joined the Boston 
office of Hirshon-Garfield as ac- 
|count executive and director of 
|grocery merchandising and re- 
| search. 


NOW SPEAK OUT 


IN A STRONG VOICE! 


For much too long those who should staunchly defend 
Capitalism against the enemies who would destroy it have 
merely mumbled in a low, timid voice in denial of the vicious 
untruths that have been spread throughout this land and 
among peoples all over the world. For much toe iong they 
have offered pitifully weak negativeness in place of whole- 
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some, aggressive positiveness; and in their artless 


circumlo- 


cution have even gone to great lengths to avoid the use of the 
word Capitalism. Right now—before it is too late—is the 
time for Capitalism to speak out in a clear, firm voice! Not 
in the clamorous voice of the demagog who seeks to over- 


backed by historic fact and undeniable truth. 


We, at Chilton, feel that Capitalism—manageme 


tionary definition of the word Capitalist: "One 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


Chilton sources and influences are world-wide. 
Together with another pubiisher, Chilton Com- 
pany (Inc.) has an equal interest in Business 

Publishers International Corp., publishing THE 
AMERICAN AUTOMOBILE (Overseas Edition); 
EL AUTOMOVIL AMERICANO; INGENIERIA 
INTERNACIONAL INDUSTRIA; INGENIERIA 
INTERNACIONAL CONSTRUCCION; ond EL 
FARMACEUTICO, 


DISTRIBUTION AGE 


come lack of logic with thunderous volume; but in the strong 
peremptory voice of one whose logical arguments are 


nt, too— 


has a public relations duty to perform. We feel that 
Capitalism should now speak out in a strong voice to tell 
its side of the story. Perhaps a good way to start this 
re-education of the public would be to broadcast this dic- 


who has 


capital available for employment in productive enterprises". 


CHILTON COMPANY, (inc.) 


100 East 42nd Street 
New York 17, N. Y. 


CHILTON 
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Watkins Names Brown 


First Sales Manager 


Charles K. Brown, associated 
with Sterling Drug, New York, 
since 1926, has been named sales 
manager of the R. L. Watkins 
Company division, a newly created 
post. Since September, 1944, Mr. 
Brown has been assistant sales 
manager of the division, which 
manufactures Dr. Lyon’s tooth 
powder, Mulsified cocoanut oil 
shampoo, and Double Danderine. 

He first joined Sterling Drug as 
a sales representative of the Bayer 
Company division, becoming a 
Bayer-Watkins representative 
when the field representatives of 
both divisions were consolidated 
in 1942. 


Name Cooper & Crowe 


Nissley of Colorado, manufac- 
turer of plastic products, and 
Perry-Zolezzi, packer of evis- 
cerated and canned Utah turkey, 
have appointed Cooper & Crowe, 
Salt Lake City. The Nissley cam- 
paign, in magazines, radio and 
newspapers, will introduce Sli- 
dette, a 35 mm. plastic slide for 
films. 
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Davidson Joins Morgan 


Craig Davidson, vice-president 
and account supervisor of Comp- 
ton Advertising, New York, will 
sever these connections during 
January to join the Hollywood 
advertising agency, Raymond R. 
Morgan Company, producer of 
“Breakfast in Hollywood.” With 
Compton since 1939, Mr. Davidson 
formerly was president of Ball & 


Davidson, Denver advertising 
agency. 
Sr 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 
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School's Brand | 
Survey Accurate, | 


Pantry Poll Shows | 


Cuicaco — Questionnaires filled 
out at a cooking school meeting 
by 800 women, about the brands 
of foods in their homes, were found 
in an actual pantry-poll survey 
to be 95% correct, Downtown 
Shopping News has reported here. 

The shopping newspaper has 
prepared a report on the women’s 
answers to the nine-page ques- 
tionnaire, filled out by 800 of 1,003 
/ women attending the newspaper’s 
first postwar cooking school meet- 
ing, held recently at the Black- 
| stone Theater. 
| Questions as to specific brands 
lof flour mixes, coffee, milk, baby 
foods, cereals, fruit juices, soups, 
moth proofing and, in all, 22 groc- 
ery and household items, were 
answered in less than 15 minutes, 
the paper said. A later survey of 
brands on hand in homes of 46 


| curately. 


women who had filled out the 


questionnaire showed that only | 
one woman had answered inac- 


The Shopping News is preparing 
to conduct a similar kitchen poll 
at its next “forum” meeting, to be 
held for about 3,000 women at the 
Civic Opera House here Jan. 23. 
The brand survey will be con- 
tinued, with studies at three- 
month intervals. 


Wildberg, Producer, | 


Forms Video Outfit 

John Wildberg, Broadway play 
producer (“Anna Lucasta,” “Porgy | 
and Bess,” “One Touch of Venus”), | 


ae 
brn es 
“es 


Pennsylvania Hotel 
Chief Defends Use 
of Outdoor Ads 


HARRISBURG, Pa.—Outdoor ad- 
vertising, dropped by the Phila- 
delphia Hotels Association recent- 
ly, was stoutly defended here by 
Franklin Moore, president of the 
Inter-American Hotels Associa- 
tion and managing director of 


has formed the John Wildberg|t,. penn-Harris Hotel. 


Television Production Corporation 
and signed an agreement with the | 
DuMont Television Network to 
serve the video system (WABD, 
New York, and WTTG, Washing- 
ton, D. C.) as adviser on television 
production, scrips and casting. 
Mr. Wildberg’s services also will 
be available to DuMont clients. 
His own video production organ- 
ization, with a full staff of writers, 
producers, directors and castin 


& 
personnel, will have headquarters | 


at 288 W. 47th St., New York. 


Asked for a statement on road- 
side advertising by the Harrisburg 
Patriot, which has adopted an 
“anti-billboard” policy and 


staunchly supports a “highway 
cleanup” campaign, Mr. Moore 
said of his own hotel: “We have 


no intention of discontinuing the 
use of billboard advertising. Hon- 
est advertising through any me- 
|dium is an _ integral part of 
‘American business.” 


get. 


OW 


** More customers, sir?” 


customers, bi, 2" 


"Yes indeed, sir, it was a wonderful party. But if 
you'll pardon my suggesting it, sir, I'd say that a 
few more customers wouldn’t hurt. They'll do 
much to ease the change from a sellers’ market. 


“Oh yes, sir, I’ve been serving them this way for 
years. Right in the ‘yellow pages’ of the Telephone 
Directory. It’s‘really quite the natural thing to do 
after using the silver service of national advertising. 
Puts your trade-mark just where it will most tempt 
the users of the more than 20,000,000 Telephone 


Directories who want to know ‘where-to-buy-it.’ 


“And they may become harder and harder to 


For further information call your 
local telephone business office. 
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“Travelers using the highways,”’ 
Mr. Moore continued, “have this 
one means of learning about the 
hotels of the city they are enter- 
ing. Just as long as people want 
these billboards, we will use them. 
They are no more objectionable 
than unkempt farms or piles of 
junk along the highways.” 

Mr. Moore said the Philadelphia 
action against outdoor advertis- 
ing was the result of increased 
advertising rates to hotels using 
the medium, with a few individ- 
uals in the hotel association there 
guiding the action against out- 
door advertising companies be- 
cause of ill-feeling. 


Says They’ll Be Back 


“Just as soon as Philadelphia 
hotels do not have 100% registra- 
tions every night, they will go 
back to outdoor advertising,’ he 
predicted. 

Mr. Moore, past president of 
the American Hotels Association, 
added that “if the time ever comes 
when laws are adopted which will 
prohibit the owner of property 
along a highway from leasing a 
portion of that property for ad- 
vertising purposes, it will follow 
that other advertising media also 
will be controlled and this will no 
longer be a free country.” 

The Pennsylvania Hotels Asso- 
ciation, although all members are 
not in accord with the idea, is pro- 
moting the plan to drop individual 
poster advertising gradually, with 
Pennsylvania hotels using cooper- 
ative boards instead. Highways en- 
tering the state would be the focal 
point for display. 

Joseph E. Mears, president of 
the Philadelphia Hotels Associa- 
tion, said that any members re- 


newing outdoor advertising con- 
‘tracts will be dropped from the 
/organization. “The association 
|feels that this is a forward step 
/and some of our members men- 
| tioned the fact that the better class 
lof hotels were not affected by 
| these resolutions (outlawing out- 
|door advertising), inasmuch as 
they were not using this type of 
| advertising. 

“Personally,” he continued, “I 
am for cleaning up the highways 
| in Pennsylvania and believe if the 
| action of our association could be 
|carried further by the state asso- 
‘ciation, it would encourage other 
advertisers to do likewise.” 


Westinghouse Stations 
Increase Time Rates 


Night base rates of five Westing- 
| house radio stations have been in- 
creased approximately 11%, B. A. 
MacDonald, sales manager, has 
announced in Philadelphia. Othe 
rates will be increased on all six 
Although 


Westinghouse stations. 


the increases became effective on | 
1947, current advertisers | 
rates 


|Jan. 1, 
are protected at present 
i through Dec. 31, 1947. 
Night base rates were in- 
creased at KDKA, Pittsburgh; 
WBZ-WBZA, Boston - Springfield; 
KYW, Philadelphia, and WOWO, 


changed at KEX, Portland, Ore. 


Adds Sons as Partners 


Stephen W. Johnson Sr., head 
of Johnson Mat & Stereotype Com- 
pany, with new offices at 555 
Washington St., San Francisco, ha: 
added his sons, Stephen W. Jr 


business. 


independent 


—<$SS|"=— 


CANDY INDUSTRY 


_ Don Gussow, Editor & Publisher 
33 W. 42nd St. New-York 18, N. ¥- 


Fort Wayne, but will remain un- | 


and Paul D., as partners in the 


agenc 
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HIGH HIGHBALL—Douglas Leigh cre- 
ated this spectacular for Canada Dry, 
a mammoth drink, holding 400 gallons 
of liquid, one-fourth of which is alcohol 
to keep it from freezing. The swizzle 
stick is 8 ft. long, the cubes are plexi- 
glass. And—oh, yeah, that's a Copa- 
cabana dancer named Jane Brady on 
the ladder, and she isn't a regular part 
of the display. 


Adman Writes 


Hilarious Tales 
in ‘There's A Fly’ 


the multiple subjects attacked | Geyer, Newell, Ganger 
with complete fearlessness by Mr. | Pn 1] Sh Profit 
Kircher, who makes no pretense pioyes are onts 

at being an expert regarding any Geyer, Newell & Ganger adver- 


and his family’s activities. The two years’ service will participate 
title, incidentally, comes from jn the profit-sharing plan, based 
man’s semi-annual struggle with on length of service and salary, 
screens and storm windows. ‘and the company carries the en- 
The book, illustrated by Gluyas tire costs. 
Williams, is published by Rinehart | sulk yee poe er age age aren 
| & Co., New Suex (Fs). provides for $1,000 to $5,000 life in- 
P , a ae surance with disability coverage, | 
| Sun’ Transfers Four hospitalization, surgical and med- | 
| Hi Roberts, who has been in | ical expenses. Wives and children 


|of employes also are covered 
| the amusement ad department of | the hospital and surgical 


the Chicago Sun, and Gordon Kite, | under | 
lin local display, have been trans- | Provisions. 
ferred to the Sun’s eastern office P 

in New York. Mel Klemmer and| Form St. Louis Agency 
Dick Stevens have been moved; Lawrence E. Whitehead and Ed- 
from the local department to the| ward A. Sprague have formed the 
|national office in Chicago. Mr.| Whitehead & Sprague, Inc., Adver- 
Stevens will handle the “Book/tising Agency, 706 Chestnut St., 
Week” display copy. St. Louis. 


|Appoints Hundt A.M. 


of them. Expert or not, he has | tising | agency, “eee ae _ has been appointed advertising| Publishing Company, has joined 
managed to compile a_ hilarious resin a oe Py oye At. h es manager of Milprint, Inc., Mil-| the sales staff of American Builder, 
account of his own (presumably) gram including 8 promt-sering | waukee. Chicago. 

|plan. All full-time employes of 


te he aaa mona Paarl fle 


‘Joins ‘American Builder’ 
Lawrence H. Hundt, formerly | Carl Zehner, formerly manager 
with Allis Chalmers Mfg. Com- | of the Chicago copy service de- 
pany as editor of “Timber Topics,” | partment of Simmons-Boardman 


e@ QUALITY WORKMANSHIP 
@ FAST SERVICE 


@ PICK-UP AND 
DELIVERY 


puore 


RAPID COPY SERVICE 


‘Stat Plants at 110 S. Dearborn St. and 360 N. Michigan Ave. 


Dayton, O.—Those who assume | 
1 that sex and the product of the. 
h adman’s pen are synonymous may | 
be startled to find that at least one | 


FOR 13 CONSECUTIVE YEARS 


advertising man has written a 
book so full of dryly humorous ob- 
servations that most readers can 
depend on being virtually suffo- 
cated with laughter. 

In “There’s a Fly in This 
Room,” Ralf Kircher, president of 
Kircher, Helton & Collett, Dayton 
agency, has attempted to prove 
nothing, expose nothing, sell 
nothing with the exception of the 
idea that writing 146 pages of al- 


MANUFACTURERS AND THEIR AGENCIES 
HAVE PLACED MORE SPACE AND 


. most complete nonsense is highly z: - ; 
t- enjoyable. a 
& Mr. Kircher takes dead aim at gi 
of whisky advertising and almost M RE DOLL A N F 

begs to be spared from ever read- 
se] ing another piece of whisky copy. 

a He is also anxious to buy clothes - 
= that don’t fit in order to test such | 3 
“= store slogans as “If It Doesn’t Fit, | 

vee we THAN IN ANY OTHER MAGAZINE 
> Promotions for baldness pre- 
- ventives leave him cold but not 

inarticulate. Insurance companies | 

may well be stirred out of their pa- | 

ternal benignity when they learn | 

Saree oe rae SERVING THE BUILDING INDUST 

his eyes, the size of manhole 
ig covers, while trying to read insur- 
°f ance policies. 
as These represent only a few of 
ler 
six 
gh 
on: | RELIABLE 
“| TRANSLATION 
in- 
is SERVICE 
0. ome FORUM is read by the 20% who do the 80% 
in- 

” SPANISH . “12° 
. CP\__ Portucuese | in every branch of building: 
‘ Pr S -. | . ° ® 
. a ee | design, construction, realty ownership and 

ad a seg” } 
-—. Your Spanish and Portu- — s 
m 
=. quese musi atibect, management, finance, distribution and government. 
_ authentic and reliable to ) 
the do the right job in Latin 


America. The services of 
our well-qualified and 
capable translation de- 
partment are available 
to you. Industrial copy a 
specialty. Send material 
requiring translation. 
Quotations will be sub- 
mitted promptly. 


EL TALLER MECANICO MODERNO 


: 


fa 
431 MAIN STREET «© CINCINNATI 2, OHIO 


The Architectural FORUM 
Division of Time Inc. 
350 5th Ave., New York 1, N.Y. 
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Lynch to National Box Gruff Sales 


president of the Packaging Insti- | 


|district and all 
tute, New York, has been elected 


other 


president of the National Folding | york City. 
Box Company, New York. 


Hunter Names Gruff 


Hunter Packing Company, East|humorous weekly, increased 


meat products, has named the| 15%. 


Corpora- 
\tion, New York, as its exclusive 
Walton D. Lynch, former|]1y representative for the metropolitan 


territory} Welcome Buyer's 


|within a 50 mile radius of New| 


} ’ Se EE . 7 
‘Punch’ Ups Commission 
Effective Jan. 1, Punch, British 
its 
St. Louis, Ill., packer of canned!agency commission from 10% to 


= 
PHOTOSTATS 


FOR ADVERTISING... 


\~emees 


a 


PHONE WHI. 5355 


540 N. MICHIGAN AVE. @ 185 N. WABASH AVE 
410 N. MICHIGAN AVE. @ 11] & DELAWARE ST 


Salesmen Should 


Market: Hulett 


| Detrrorr—Readily conceding that 
|we are “soon going to hear that 
old cry that the customer is al- 
ways right,” Gerald Hulett, vice- 
|president in charge of sales of 
|Electromaster, Inc., is telling his 
sales organization: “That doesn’t 
bother me a bit.” 

“You know, the poor customer 
has picked himself up out of the 
dirt, brushed himself off and is 
once again going to be an im- 
portant factor in the nation’s busi- 
ness,” he says. 

“What does disturb me is the 
attitude of our so-called prog- 
nosticators who continue to pre- 
dict dire tragedy. As salesmen, I 
think that we should welcome the 
return of a buyer’s market, for the 
one who always thrives in a buy- 


Ri 


tags.” 
Says Job Will Be Done 


| His answer to this is that “the 
|advertising and sales force of this 
country has never failed to present 
American merchandise in a suffi- 
ciently appetizing package to make 
the buyer buy and the consumer 
consume.”’ 

He pointed to the recent ex- 
perience of 2 dealer who received 
60 vacuum cleaners, a mighty 
searce article for several years. 
The shipment was placed on the 
floor, but only six were sold in a 
two-week period. When his men 
went out after sales, 47 were sold 
in the following two weeks. 

“The traditional three-legged 
stool of American business—fi- 
nance, manufacturing and sales— 
has been standing upright on only 
two legs during the past five 


selective and conscious of price 


Advertising Age, January 6, 1947 


try’s savings are concentrated in 
the hands of a few and I don’t 
think it’s particularly important. 
People don’t buy things out of 
savings, anyway. They buy out of 
current earnings. 

“I think we are really going to 
have sume fun when things get 
competitive again in business. Re- 
member that is the kind of market 
we have grown and thrived upon.” 


SEES 500,000 NEW 
SALESMEN DURING 1947 


New YorkK—About 500,000 new 
salesmen will be hired during 
1947, and established salesmen 
should aid and encourage the new- 
comers, Howard R. Girouard, 
president of the National Council 
of Salesmen’s Organizations, de- 
clared at its first annual meeting 
held here recently. 


All legitimate salesmen’s groups 


oP 


a 


years,” Mr. Hulett says. 


er’s market is the salesman. The 
‘buyer is going to become critical, | 


sturdy, third leg. 


“T don’t believe that the coun- 


“It’s up 
to you salesmen to replace a good, 
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THREE CENTS 


Army-Navy Game 
Attracts 100,000; 


otels Jammed 


President and Mrs. Truman 


And Tép Brass Will Attend 
Spectacle at Stadium Today 


| he kickoff is scheduled for L909 


| President Tuma" 


Milk oe 
REP oRT™ 


paver 


oe 


ioe 
ine’ 


Judge Rules Against Lewis; 


Fining of Coal S**"-- ‘s Urged 


\tewis— Mine Chief's 


Trial Starts 
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should join with the national or- 
ganization, he declared, to back 
the extension of social security to 
cover those who are  self-em- 
ployed. Many salesmen are inde- 
pendent contractors with no em- 
ploye-employer relationship and 
as a result, he said, “some of so- 
| ciety’s most valuable servants will 
(be penalized in their declining 
years.” He also said that there 
must be “no return to the ‘too-old- 
at-forty’ foolishness that cost men 
| their jobs after World War I.” 

_ The group wes also warned that 
|salesmen should think in terms of 
|a “consumers’ market” rather than 
a “buyers’ market.” Carl Gamer, 
vice-president and general man- 
ager of Arkwright, Inc., New York, 
told delegates that the market has 
been distorted for six years. The 
time has come, he said, to make 
sure that equitable and mutually 
acceptable trade practices make 
a complete return. 


New Business Magazine 
to Bow in January 


The office of technical services, 
Department of Commerce, Wash- 
ington, will launch a new monthly 
science magazine for business men, 
“Federal Science Progress,” which 
will begin publication in mid-Jan- 
uary. The magazine, which will 
cover government - sponsored and 
technical research, will carry no 
advertisements and will be sold by 
the superintendent of documents 
for $3 a year and 25 cents a copy. 
John Perry is editor; Christopher 
Gerould, managing editor; Doug- 
lass Hayes, art director, and Groff 
Conklin, associate editor. 


Two Name Burton Browne 


| 


| 


| 


| 


Burton Browne, Chicago, has 
been named by the Interstate 
Finance Corporation, Evansville, 
Ind. Newspapers, radio and di- 
rect mail advertising will be used. 
Volay of Paris, New York, Chi- 
cago, recently organized to blend 
perfumes from essences imported 
from France, also has named the 
Browne agency. The advertising 
schedule for the coming year will 
include Harper’s Bazaar, The New 
Yorker, Town & Country and 
Vogue, and business papers, 


Appoints Konomeyer 
Continental Soap Corporation, 


Chicago, has appointed the M. R. 
| Kopmeyer 
and Chicago, 
| agency. 


Company, Louisville 


as its advertising 


LOOK IT UP in 
the MARKET DATA BOOK! 
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AMERICAN FREEDOM 


Rine Out, Witp BELLS 


i ne ta eesti i sl iin by ALFRED TENNYSON————— 


R ing out, wild bells, to the wild sky, 
The flying cloud, the frosty light: 
The year is dying in the night; 

Ring out, wild bells, and let him die. 


Ring out the old, ring in the new, 
Ring, happy bells, across the snow: 
The year is going, let him go; 

Ring out the false, ring in the true. 


Ring out the grief that saps the mind, 
For those that here we see no more; 
Ring out the feud of rich and poor, 

Ring in redress to all mankind. 


. Ring out a slowly dying cause, 
uf And ancient forms of party strife; 
Ring in the nobler modes of life, 
With sweeter manners, purer laws. 


Ring out the want, the care, the sin, 

The faithless coldness of the times; 

Ring out, ring out my mournful rhymes, 
But ring the fuller minstrel in. 


Ring out false pride in place and blood, 
The civic slander and the spite; 
Ring in the love of truth and right, 

Ring in the common love of good. 


Ring out old shapes of foul disease; 
Ring out the narrowing lust of gold; 
Ring out the thousand wars of old, 

Ring in the thousand years of peace. 


Ring in the valiant man and free, 
The larger heart, the kindlier hand; 
Ring out the darkness of the land, 
Ring in the Christ that is to be. 


Ghee Soeech White 


GUARDIAN OF 


50,000-WATT CBS APFILIATE * REPRESENTED BY P 


THE GOODWILL STATION, INC...) Fisuer sive 


RICHARDS, 


PRES. * OWEN F. URIDGE, VICE-PRES. & GEN. 
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Direct Sales by Mail from a 


if. it weren’t true, it would sound unbelievable ...the returns from 


SPORTS AFIELD . . . prepared by DARWIN GREENE CO. for their client, 
20,000 responses have been received to date. More than 90% of 
exceeded $100. Total sales from this ONE advertisement have reached 


Frankly, gentlemen, this avalanche of business seems fantastic... but 
history” as evidence of the unmatched acceptance active sportsmen 
with its guaranteed A.B.C. circulation of 700,000*. 


TO SELL MEN, USE THE WORLD’S 
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{Single Page Ad in Sports Afield 


n Mone single black and white page in the September, 1946 issue of 
t, BVILSON SPORTS EQUIPMENT COMPANY, Rutland, Vermont. 

»f Hthese were actual CASH with ORDER. No order less than $8.95...many 
d the PHENOMENAL TOTAL OF $380,000... with orders still coming in! 
ut the sales and cash are there to prove if! SPORTS AFIELD offers this “case 
-n Shave accorded the modern, alert editorial technique of SPORTS AFIELD, 


MPORTANT NOTICE! Increased rates do not become effective until February |, 1947. Conse- 
uently, all orders received prior to that time will be protected through the September 1947 Issue. 


SINO. 1 SPORTSMEN’S MAGAZINE! 


* Effective March Issue 1947 
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Petrillo Case 


|ment asserts that Judge LaBuy 
_erred in holding that the act is not 
clear in its definition of the crim- 
| inal offense involved, and in hold- 
ing that the act prevents the musi- 
cians from striking or picketing. 

| The appeal notice says that the 
jact “represented the deliberate 


Headed Direct 
for High Court —isscnent comers ote x 


Cuicaco—The U. S. Department | broadcasting system of the nation 
of Justice has filed notice in fed- |@nd as to the best method of rem- 
eral court here that it will soon |@4ying such evil.” The Supreme 
appeal direct to the Supreme Court | Court, it says, has upheld other 


statutes with definitions less pre- 
cise than contained in the Lea Act. 

“The fact that man may not be 
forced against his will to perform 
labor for another,” the appeal 
notice continues, “does not mean 
he has an absolute right to agree 
with others to refrain from work- 
ing for a particular employer with 
the avowed purpose of requiring 
that very same employer to em- 
ploy him under different condi- 
tions.” 

Judge LaBuy’s order dismissing 


charges against Mr. Petrillo 
stressed that broadcasters alone 
would have authority, under the 
act, to decide what is unnecessary 
work but “the will of an indi- 
vidual to make an act a crime or 
not, depending upon his judgment, 
is abhorrent to our form of gov- 
ernment.” 


Two Appoint Ramsey 
L. W. Ramsey Advertising 


| Agency, Davenport, Ia., has been 


Advertising Age, January 6, 1947 


appointed to handle the advertis- 
ing of the Motor Club of Iowa, 
with offices in Des Moines, Dav- 
enport, Waterloo, Ft. Dodge and 
Council Bluffs, and the Duro-O- 
Lite Pencil Company, Melrose, III. 


Names Doyle, Kitchen 


Mass & Waldstein Company, 
Newark, manufacturer of lacquers, 
enamels, synthetics and specialized 
production finishes, has appointed 
Doyle, Kitchen & McCormick, New 
York, for forthcoming industrial 
and trade publication advertising. 


from Judge Walter J. LaBuy’s de- | 
cision that the Lea “anti-Petrillo” | 
Act is unconstitutional (AA, Dec. 
9). 

The act is designed to prohibit 
employment of more persons in 
broadcasting stations than are 
necessary. James C. Petrillo, 
president of the American Fedeta- 
tion of Musicians, was charged 
with violation of the act when the 
AFM called a strike here against 
1,000-watt Station WAAF, owned 
by the Chicago Daily Drovers 
Journal. 

In its appeal notice the govern- 


To soff Restaurants 
like these... . 


T Tampa's celebrated Las 
Novedades Restaurant, 
founded in 1890 and recently 
completely remodeled, Amer- 
ican Restaurant Magazine 
is areading must every month. 


Serving thousands of meals 
each month in an attractive 
atmosphere and from kitchens 
which are the last word in 
efficiency and sanitation, Las 
Novedades is one of the 
South's most famous eat- 
ing places. 

In restaurants like these, 
American Restaurant Mag- 
azine finds its greatest ac- 
ceptance. To sell restau- 
rants like these, therefore, 
the direct route is by adver- 
tising in American Restau- 
rant Magazine. 

Ask for complete details of 
this publication's circulation 
—largest in the field—and 
its rate—lowest per thou- 
sand readers! 


AMERICAN RESTAURANT 


MAGAZINE 


5 S. WABASH AVE., CHICAGO 3, ILL. 
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Advertising Age, January 6, 1947 


Gillette Glut? 
No, Says Spang; 
More Ads Coming 


Boston—Gillette Safety Razor 
Company can’t keep up with the 
demand—despite reports of a ra- 
zor blade over-supply—and be- 
cause it credits consistent news- 
paper advertising for its current 
situation, will boost the use of 
newspaper space “substantially” 


|during 1947. 


Gillette’s president, J. P. Spang | This 


|Jr., provoked by a New York re- 
|port that current razor blade pro- 
duction exceeds consumption by 
100%, said his firm is unable to 
keep pace with demand although 
its output is more than double 
that of any prewar period. 

“Our razors and blades have 
been on allocation since 1942 and 
this condition still obtains,’ he 
said. “No distributor of our prod- 
uct has been able to get a sufficient 


amount to meet his requirements. 
unprecedented demand, I 


\feel, is due in large measure to 


our consistent use of newspaper 
advertising year in and year out. 
We are continuing this policy and 
plan to increase newspaper ad- 
vertising substantially in 1947.” 

Business of foreign subsidiaries 
is the same, Mr. Spang declared, 
with demand throughout the world 
“far in excess of our ability to 
produce.” 

Gillette, it was indicated, also 


will continue its network radio 
“Cavalcade of Sports” series, as 
well as its national magazine ad- 
vertising, through Maxon, Inc., 
Detroit. 


| Joins Fleishman, Hillard 


Arthur E. Wright Jr., recently 
released from the Navy and prior 
to that a special correspondent of 
the New York Times, has joined 


|St. Louis, public relations coun- 
selor. 


Ww e e 
Bevore a consumer makes a purchase, his mind weighs the question: ‘What can this 


product do for me?’ Same thing is true in the choice of magazines. A man whose mind is 


hungry for useful new facts and ideas picks the publication that best satisfies this appetite. 


He has full confidence in the editorial sincerity of his favorite fact magazine, and this 


confidence is reflected in the way he reacts to advertising. His keen curiosity and complete 


open-mindedness toward advertised products is a valuable plus for the space buyer.” 


—B. 


C. DUFFY 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 


Multiply that man by 34% MILLION, Mr. Duffy, and you have the 


Popular Mechanics audience shown by continuing readership surveys. 
You have 3% MILLION alert, wide-open, fact-hungry, “P.M. MINDS” 
... minds that read ads deliberately and consciously respond. It's a 


sweet package ...a profitable package . . . and it belongs on any 


watches to razor blades. 


schedule when one is advertising a man-bought product from wrist 


Fleishman, Hillard & Associates, | 
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‘Brand Names to Return 
for British Gasolines 


| British gasolines, whose sales 
under brand names were halted 
during the war, will early in 1947 
resume selling under various 
brand names following a census of 
drivers by two major gasoline 
companies to determine their ex- 
periences with standardized pool 
petrol, the only kind available 
during the war. At the time that 
gasolines were pooled, all gaso- 
line advertising in Britain was 
‘halted. 


Form Art Company 

Charles P. Galt, Benita Kirschke 
and Harry Klink, free lance art- 
ists, have joined forces to form a 
new firm, Advertising Artists As- 
sociated, in the DeYoung build- 
ing, San Francisco. 


NO. 6 OF A SERIES 


Croesus J. Jones is a 
big manufacturer. He 
makes finnegan bars 
and nibblin pins and 
all kinds of stuff. 
He has a program on 
WTCN. That makes 

him a SPONSOR! So 
naturally we love 
him. But Croesus J. 
Jones occupies a par- 
ticularly warm spot 
in our hearts be- 
cause he once wrote 
us a letter saying he 
listened to WTCN. 
Plenty of big wheels 
listen to WTCN. 

Got something you 
want to sell to a big 
wheel? 


the DOUBLE-DUTY 
STATION 


Now-WTCN-FM& a 


ABC... plus High-listener locals! 
o 


FREE and PETERS 


National Representatives 
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WOR Tops List | 
in 9-Station Log | 
of Commercials 


New YorK—Radio Reports, Inc., 
has completed a 600-page log of 
one week’s commercials on nine 
leading New York radio stations 
aimed “primarily at showing the 
commercial traffic on the stations 
and, to some extent, the nature of 
that traffic.” 


} 


The log has been purchased by 
several stations to enable them 
to determine exactly what ac- 
counts are being carried by com- 
petitors, Radio Reports announced, 
adding that similar logs will be 
compiled ‘“periodically’—perhaps 
quarterly—in 1947, and perhaps in 
other cities and market areas be- 
sides New York. 

The nine stations’ commercials 
were logged during the week of 
Dec. 4-10, from 7 a.m. to 11 p.m. 

WOR, the Bamberger key Mu- 


|tual station, carried the largest 


number of commercials during the 
week, followed (in this order) by 
WHN, WNEW, WMCA, WINS, 
WNBC, WJZ, WCBS and WQXR. 

Radio Reports pointed out that 
the tally could not be translated 
into dollar volume inasmuch as all 
commercials were counted as sin- 
gle units regardless of time. The 
log shows, however, the duration 
of the commercials. 

The entries total about 18,000. 
These include time signals, sus- 


| 
| 
| 


| 


taining announcements, and sta- 
tion identifications in addition to 
commercials. | 


Schedules Poster Drive 

Stokeley-Van Camp, Inc., In- | 
dianapolis, producer of canned | 
foods, will launch an eight-month | 
poster campaign in 260 markets, 
beginning in February. Twenty- 
four sheet posters will appear in 
cities of 25,000 and over popula- 
tion, featuring a different product 
each month. Calkins & Holden, 
New York, is the agency. 


“The simplest way to open a mind is through an interesting bit of information” 


TIME 


ADVERTISING OFFICES + NEW YORK + CHICAGO .« 


BOSTON - 


Offering advertisers the best customers 
of best stores everywhere 


PHILADELPHIA + CLEVELAND + DETROIT + ST.LOUIS + SAN FRANCISCO + TORONTO + MONTREAL 


Consumer Spending 
Up 20% in 1946; 
Nondurables Lead 


WASHINGTON—With retail prices 
at an all-time peak, the Commerce 
Department has estimated that 
consumers spent about one-fifth 
more for goods and services in 
1946 than during the previous year 
and 70% over the peak prewar 
year, 1941. 

Implying the end of the high 
wartime rate of saving, the de- 
partment said that the public, for 
the first time since 1941, spent the 
full amount that could have been 
expected on the basis of the his- 
toric relationship between income 
and spending. 

At the same time, Commerce 
noted that the nondurable lines, 
such as food, clothing, tobacco and 
gasoline, enjoyed a greater pro- 
portion of the consumer dollar 
than they would if a normal bal- 
ance of durables existed. 


Nondurables Up $12 Billion 


Of $127 billion that went for 
goods and services in 1946, non- 
durables accounted for $77 billion. 
Their increase of $12 billion over 
1945 accounted for more than half 
the total increase of consumer 
spending. 

At $14 billion, spending for dur- 
ables was half again as great as 
the peak year of 1941 and four- 
fifths more than 1945. On the 
basis of increased income, how- 
ever, the public would have spent 
at least $4 billion more for furni- 
ture, household appliances and 
automobiles if they had been 
available, Commerce estimated. 

Expenditures for services such 
as housing, medical care and rec- 
reation increased more than 10% 
over 1945 to $37.5 billion. 

The latest report of the Bureau 
of Labor Statistics for 1946 showed 
that retail prices for consumer 
goods in large cities rose 2.2% be- 
tween mid-October and mid-No- 
vember, to the highest level on 
record. 

On Nov. 15 the index was 151.7 
(1935-39 as 100), 1.5% higher than 
June, 1920, the peak after World 
War I. 

In mid - November, consumers 
prices were 13.8% higher than on 
June 15, 1946, and 53.9% higher 
than in August, 1939. Food prices 
were 34% above mid-November 
a year ago; clothing was up 13%. 
housefurnishings 15%. 


Opens Chicago Branch 


W. B. Doner & Co., Detroit and 
Rochester, has opened a branch 
office in Chicago at 185 N. Wabash 
Ave. The personnel includes Mar 
vin H. Frank, formerly vice-presi- 
dent and advertising manager 0! 
S. I. Frank & Son, Chicago, execu 
tive vice-president; James C 
Hirsch, vice-president and accoun' 
executive, and Philo B. Read, vice 
president and account executive. 


Appoints Rodkin Agency 

General Cement Mfg. Company 
Rockford, Ill., has appointed Sand 
er Rodkin Advertising, Chicag« 
to handle its account, effective Jar 
1. Business papers will be used. 
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PRODUCES SALES 


Field & Stream provides sales-producing ‘“‘double exposure.” 


Advertising in Field & Stream is exposed to key sportsmen—who have 
the money and the desire to buy. Retail sporting goods dealers know from 
experience the sales value of “advertised in Field & Stream,” and give 


such advertised products prominent point-of-sale display. 


For sales results it’s ‘‘double exposure.”’ Field & Stream provides ‘“‘double 


exposure.” That’s why— 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN FIELD 
& STREAM THAN IN ANY OTHER OUTDOOR MAGAZINE! 
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Results speak for themselves. A manufacturer of fishing 
lines writes, ‘“‘. .. your magazine has pulled the best of 
the four that we are using with the same ad for the 
same month.*” Ask any of the many advertisers who 
consistently make Field & Stream a “‘must”’ on their out- 
door lists. They'll tell you it’s far more important to reach 
the key sportsman than to reach the most people. 


Proof of results from the advertiser 


*From the testimonial letter files of Field & Stream 


A recent survey among retail sporting goods dealers asked, 
“Which outdoor magazines do sports dealers turn to for 
suggestions regarding . . . goods to stock . . .**”’ The 
dealers’ first choice by a wide margin was Field & 
Stream. This is proof of Field & Stream’s influence at the 
point of sale—and proof of the fact that dealers are inter- 


ested in selling products advertised in this magazine. 


Proof of dealer influence 


**From Richard Manville dealer survey 


THE LEADER—More fishing tackle manufacturers used more space in 
1946 in Field & Stream than in any other outdoor publication. These 


advertisers appreciate the double value that ‘‘double exposure”’ provides. 
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Warner Mail Firm 
in Chicago Widens 
Promotion Horizon 


Maze of Companies 
Test Items First, 
Then Market Them 


CHIcAGO—Two Chicago adver- 
tising men, long identified as spe- 
cialists in mail order advertising 
and selling, have found it quite 
profitable to practice what they 
preach. 

Operating as Product Develop- 
ment Company here, M. M. War- 


ner, with the aid of his associate, 
Raymond E. Brandell, has per- 
fected a merchandising plan that | 
carries a product from the “idea” 
stage through design, pilot-plant 
production, mail order sales direct 
to consumer and, eventually, into 
orthodox dealer channels. 

A series of personally-owned 
companies has been established 
which bring in a $1,600,000 annual 
revenue and account for a $100,- 
000-a-year advertising budget. 
Products handled include hobby 
tools, workshop and_ electrical 
equipment, specialty furniture 
items, toys and sporting goods. 


Most Were Slow Movers 


Product Development Company, 
key organization in the setup, of- 
fers service that goes somewhat 
beyond that rendered by agencies. 
Besides handling most usual ad- 
vertising and merchandising serv- 
ices, it is equipped to undertake 
engineering, sales-testing and ac- 
tual distribution. While mail or- 
der advertising and direct mail 


...and the answer was “yes” 
—ranchmen want to buy: thou- 
sands of trucks and automo. 
biles; millions of feet of pipe; 
tons of proteins; miles of fen- 
cing ...and hundreds of oth- 
er items used on farms and 


ranches. They want to buy 
now! They have the money to 
buy! They can be sold eco- 
nomically ... easily ... through 
the columns of THE CAT. 
TLEMAN ... for thirty-three 
years... the cattleman’s maga- 
zine that reaches the cream of 
the crop buyers in the great 
ranch market. 


Rates, current issue of THE 


CATTLEMAN and copy of | 


our survey, “RANCHMEN 
WANT TO BUY”... mailed 


upon request. 
f 

Us 

Oe 
4 


1109 BERK BURNETT BLOG. 
THE GREAT RANCH MARKET 


| 
FORT WORTH 2, TEXAS | | 


are integral to the operation, the 
several affiliated companies offer 
clients a full “product-in-a-pack- 
age service.” 

Items handled by the organiza- 
tion most often are “revitalized” 
versions of what previously have 
been poor movers in department 
stores and other outlets. Each 
product gets an initial sales test 
for price and appeal, through mail 
order advertising to consumers, 
and then is turned over by Prod- 
uct Development to the affiliated 


companies for volume production 
and distribution. 

If a furniture item, the product 
goes to Home Equipment Mfg. 
Company. If it falls in the metal, 
electrical or hobby classification, 
it becomes the responsibility of 
Warner Products Corporation. 
There are also Home Equipment 
Company, which operates by mail 
order, and Warner Shops, a retail 
stores organization. 

For national retail distribution, 
Mr. Warner set up the Mason-Wil- 


liams Company before the war. 
This jobbing organization serves 
about 3,000 stores. The company 
maintains offices and showrooms 
here and in New York. Mason- 
Williams advertises its line in 
about a dozen consumer maga- 
zines, using full-page, full-color 
ads in the fall and smaller black- 
and-white space during the re- 
mainder of the year. Advertise- 
ments feature specific items and 
each ad lists a number of dealers. 
Trade publicatiogs_and direct mail 
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are used also. 

Warner Preducts Corporation, 
maker of the Warner Electroplater 
and other electrical items, distrib- 
utes its products entirely by mail, 
through the Warner Electric Com- 
pany. The latter uses space in 52 
national magazines. A 24-page 
“Homecrafters Hobby Handbook”’ 
is published twice a year. 

The foundation of the Warner 
part of the business is its mailing 
list, Mr. Warner told AA, describ- 
ing the list as the largest of its 
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Collier's is the nearest thing to 
a pre-war advertising value in 
the magazine field. There has 
been no increase in page rate. 
And the cost per thousand 


circulation is the lowest of the 


3” in the weekly field. 
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More Insertions... 
More Sales Messages . : : 


Collier’s lower unit rate makes 
possible advertising plans of a 
longer range for your appro- 
priation. You can buy more 
insertions, more impressions, 
more weeks of national cover- 
age and deeper market pene- 
tration for your product. 


In a recent qualitative survey 
of the Collier’s market made 
f by The Psychological Corpora- 
tion positive proof was estab- 
lished that Collier's delivers a 
high percentage of families in 


onsumer vy 


ACCEPTANCE 


High Percentage of Readers 
in “Big Buying” Group 


the home-owning, higher-earn- 
ing bracket. Also a higher per- 
centage of readers in the 18 
to 44-year age group—the 
“tage of acquirement.”’ 
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kind in the nation. It includes 
names of more than 400,000 active 
home hobbyists. More than 5,- 
000,000 pieces of mail are handled 
yearly in the Warner mailing de- 
partment. 

Engineering, advertising and 
merchandising for all products are 
handled by Product Development 
Company, on a fee basis. Space 
is placed through the various 
clients’ agencies. 

The over-all program is based 
on the premise that, under pres- 


Bee ae ece 


ent conditions, the normal percent- 
age of sales allotted to advertising 
is not sufficient to launch a “pio- 
neer” item. Mr. Warner and Mr. 
Brandell believe that their com- 
bination of “old and new market- 
ing methods offers an economical 
and effective way of beating to- 
day’s high pioneering costs in 
sales promotion.” 

By introducing a product via 
mail-order, Mr. Brandell told AA, 
it becomes possible to allocate the 


dealer discount to additional pro- 
motion, thus bolstering the ad 
budget at a highly critical stage. 


Accurate Testing Method 


“Mail order distribution is an 
extremely accurate method of 
market testing,’ he points out. 
“The reaction of John Public to 
the appeal, design and price of a 
product is accurately gauged, for 
his opinion is supported by the 
expenditure of his own money.” 

The switch-over from mail or- 


der to store distribution, he as- 
serts, normally requires about two 
years. To effect the switch to 
dealers, ads begin to list dealers. 
In the transitional period, readers 
are invited to write direct to the 
advertisers for additional infor- 
mation. These inquiries are then 
used to attract more dealers. 
The several companies headed 
by Mr. Warner and Mr. Brandell 
employ about 100 persons. Prod- 
uct Development also has 36 con- 
sulting experts in various fields 
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of engineering, production and 
marketing, each of whom is re- 
tained on a yearly basis. 


NY Marketing Chapter 
Elects West President 


The New York chapter of the 
American Marketing Association 
has elected Donald E. West, direc- 
tor of market re- 
search for the 
McCall Corpora- 
tion, president 
for 1947. Other 
officers are Harry 
H. Gould, This 
Week Magazine, 
vice - president; 
Mary Patton, 
Newsweek, sec- 
retary; Douglas 
Taylor, J. P. Mc- 
Kinney, treasur- 
er (reelected); 


D. E. West 


Edward Garish, 


|Marschalk & Pratt, second vice- 


| president and general chairman of 


discussion groups; Alexander 
Chalufour, Crowell-Collier Pub- 
lishing Company, assistant secre- 
tary, and Charles W. Smith, 
McKinsey & Co., assistant treas- 
urer. 

Directors for 1947 are Raymond 
A. Robinson, Crowell-Collier Pub- 
lishing Company; Hugh Beville 
Jr., National Broadcasting Com- 
pany; Sherman P. Storer, Mohawk 
Carpet Mills; Arno Johnson, J. 
Walter Thompson Company; Vic- 
tor Pelz, Traffic Audit Bureau; 
Carl H. Henrikson Jr., J. M. 
Mathes, Inc., and George H. Allen, 
New York Herald Tribune. 


Celebrates 60th Year 


The history and founding of the 
Canadian Grocer, Toronto, a Mac- 
lean-Hunter publication and one 
of Canada’s oldest trade publica- 
tions, has been incorporated in the 
Jan. 1 Diamond Jubilee issue, en- 
titled “The Grocery Trade on Pa- 
rade.” This issue also inaugu- 
rates “The Grocer’s Manual,” a 
54-page section containing statis- 
tical and factual information re- 
garding the history of foods. 


COSTS No More 


Don't Be Satisfied with 
Ordinary Wasteful 


DISPLAYS 


May We Suggest. - 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results . . . 

We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in” the force of national advertising. 


MERCHANDISE ir 


36 Pages...420 Pictures ...an Exhibit 
of Performance... Write for a copy 
of it Today on your business letterhead. 


Interview with Principals * No Obligation 


AMERICA’S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAAR! 
AND ASSOCIATES, INI 
316 M. JUSTINE STREET - CHICAGO 7, II 
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36 
Appoints Cahan 


Herbert B. Cahan, formerly as- 
sistant to the director of sales and 


| advertising of Food Fair Stores, 
ihas been appointed director of 
marketing of Forward Advertis- 
ing, Philadelphia. 


| 
| 
| 
| 
| 


Despite rumors to the contrary 
which have been floating about, 
the St. Louis Globe-Democrat is 
not for sale. As added refutation 
of the report, E. Lansing Ray, pub- 
lisher and president of the Globe- 
Democrat, St. Louis’ only morning 
newspaper, has announced that it 
| will erect an FM station, KWGD, 


WDAY sure SkUNKS 
STATIONS BAND npc! oo sree 


As The Oldest Station in | possible sale of the paper gath- 
the Northwest, WDAY /ered impetus after the death of E. 
iti: ete a 4 ‘Lansing Ray Jr. (AA, June 10). 

ws — o get and | Wany believed then that his son’s 
keep the listeners in the | death would prompt the senior 
Red River Valley .. . | Ray to consider sale of the daily. 


gee’ 2s 
has six listeners to every; Emerson Radio & Phonograph 
one for Station B! Here | Corporation, which ran its heaviest 


campaign in newspapers across the 


are the summaries from | 
;country last September and Oc- 


the latest Conlan Sur- | tober, using some 500 papers (AA, 
vey. Write for the | Sept. 23), plans to use the same 
breakdowns! jnumber | of newspapers but on a 


larger scale throughout 1947, ac- 
cording to Charles Weisser, na- 
tional sales manager. Agency for 
Emerson is Grady & Wagner Com- 
pany, New York. 

The past year was biggest in 
Emerson’s history both in unit and 
dollar volume and, “judging from 
orders already on hand, the year 
1947 will see all previous records 
broken,” said President Benjamin 
Abrams. 

. * s 

Fort Industry Company, which 
is returning its 50,000-watt Wheel- 
ing, W. Va., radio station, WWVA, 
an American Broadcasting Com- 
pany affiliate, to the Columbia 
Broadcasting System’s affiliate list 
next June (AA, Dec. 23), prob- 
ably will switch another of its sta- 
tions from ABC to CBS sometime 
next year, and might do the same 
with a third. Deal is said to be 


all set, although contracts are yet 
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to be signed, switching WGBS, 
Miami, to Columbia. 

A similar move is_ reported 
“ynder consideration” for WAGA, 
Atlanta. WGBS is a 10,000-wat- 
ter, but holds an FCC permit to go 
to 50,000; WAGA operates on 5,000 
watts. Present CBS outlets in the 
two cities are WQAM, Miami, 
5,000 watts days, 1,000 nights, and 
WGST, Atlanta, also 5,000 days, 
1,000 nights. 

oo eo % 

United States Brewers Founda- 
tion, New York, at its annual 
meeting in Miami Beach this 
month is expected to approve a 
larger advertising program, 
through J. Walter Thompson Com- 
pany, involving chiefly expanded 
use of country newspapers in 
county-seat towns. The founda- 
tion also uses magazines and farm 
publications. 


Weaver Joins Four A's 


Luther Weaver & Associates, St. 
Paul, has been elected to member- 
ship in the American Association 


of Advertising Agencies. 


WDAY GETS 61.4%, 
OF THE AUDIENCE IN. 
ITS COVERAGE AREA 


STATION B_GETS | 
9.5% (OF THE 


AUDIENCE 
a en 


aN STATION C 
GETS 727% | 
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No wonder everybody loves the Elks! 


When it comes to spend-abihty— 


the 800,000 Elks are the 


Buyingest 


People 


On 
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They know how to live. . 
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THE 
SCRANTONIAN 


Scranton's Only Sunday Newspaper 


CIRCULATION 


Publishers Statement to ABC for the Three 
Month Period Ending September 30, 1946 


(average) 
City Zone Retail Trad. Zone All Other 
28,206 16,625 5,600 


National Representatives 


LORENZEN & THOMPSON, INC. 


enjoy life. The Elks have that ease and assurance that come with making good. 


Elks like to buy things. For themselves and their families. And when an 
Elk wants to buy a house, a car, a suit of clothes or an electric shaver, he buys 
the best that he can afford. And he can afford the best. 


An Elk is the sort of man who remembers his own wedding anniversary. He 
might even bring home some flowers and a small white package (tied with red 
ribbon) for his wife. 


The point is that Elks can afford the niceties of life. More than hal! 
(51.1%) of the 800,000 Elks own their own business. Another 16.6% are 


professional men; still another 15.3% are employed key business executives. 


If you have something to sell to these important men with money—men wh 
know how to live well—The Elks Magazine should carry your selling messag: 
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Rubicam Assails 
‘Gigantic Ad 
Campaign for War’ 


New YorK—The headline writ- 
ers and their readers, too, come in 
for “deadly serious” criticism by 
Raymond Rubicam in the January 
McCall’s, in an article appropri- 
ately headlined across two pages 
in red, “Wife Kills Husband With 
Rubber Knife.” 

With world peace at stake these 
days, he warns, “the collective im- 
pression derived from a large per- 


two papers of different views,” and 
“supplement your newspaper read- 
ing with magazines, which have 
more time to digest world news, 
and with books on subjects im- 
portant enough.” 


WIJAS Appoints Cristy 

Anne Cristy, formerly radio di- 
rector of Howard-Wesson Com- 
pany, Worcester, Mass., has been 
appointed director of .women’s ac- 
tivities of Station WJAS; Pitts- 
burgh. 


Names Cramer-Krasselt 


Cramer-Krasselt Company, Mil- 
waukee, has been appointed to di- 
rect the merchandising and adver- 
tising of Kahn Mfg. Company, 
Milwaukee, maker of fluorescent 
lighting fixtures. Page ads in busi- 
ness papers and direct mail will be 
used. e 


Joins John Frederics 


Shirley Cook, formerly with As- 
sociated Products, Inc., Chicago, 
in charge of publicity for Chen 


~ Gat 
See 


Yu, Evyan perfumes, Madame 
Huntingford and 5-Day Labora- 
tories, has joined John Frederics, 
Inc., New York, as publicity direc- 
tor of Golden Arrow and For Men 
Only toiletries and cosmetics. 


Financial Advertisers 


Plan 32nd Convention 
The 32nd annual convention of 
the Financial Advertisers Associa- 
tion will be held in New York, 
Oct. 6-9, 1947. 
The mid-year meeting of the 
extension committee will be held 
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Jan. 30-31 and of the board of di- 
rectors, Feb. 1-2 at the Warwick 
Hotel, Philadelphia. 


mice 4 N - DAR 
‘ AN 
. LUMINESCENT DECATS: 


Ask for | CARDY-LUNDMARK CO. 
Samples {| 1801 BYRON ST. — CHICAGO 


centage of our press is of a gigantic | 
advertising campaign for war; and | 
newspapers ought to know that} 
what you advertise you sell if you 
work at it long enough and hard 
enough. 

“At the bottom of this is the fact 
that the world is, in truth, in tur- 
moil. Underlying it also is the fact 
that news of conflict is exciting 
news, and too many Americans, 
particularly too many women, | 
want their news exciting. But it| 
is equally true that there is no 
evidence that they want it dis- 
torted, inflated or manufactured.” 


News Gap Closing 


The headline used over the 
Rubicam indictment rated among 
the top favorites in one of the 
early studies made by Dr. George 
Gallup, in 1936, on what women 
read—and don’t read—in newspa- 
pers. That year was a critical one 
in world history, with conflicts 
breaking out on an international 
scale, yet stories about them did 
not win big readership because 
they were “distant and foreign” 
and were “mass and not individual | 
conflicts in which most Americans 
did not easily see themselves in- 
volved.” The rubber knife, of 
course, was closer home. 

The gap is closing now between 
what is local and what is foreign 
n the news, and what is personal 
and impersonal in it, Mr. Rubicam | 
declares; and “in many papers 
nothing is spared to make an argu- | 
ment sound like a shooting battle.” 
The closing gap, he says, “is at- 
tended by a growth of interest in | 
the news and also by a dangerous | 
growth of emotion and prejudice, | 
both in writing and reading it.” 
To assemble reliable facts and 
keep cool heads, he recommends 
that women: “Read beyond the 
headlines”; “read more world and 
national news”; “if you can, read 


Western North Carona 
A State Hithin A State” 


Contribute Approximately 


$100,000,000 


(Estimate Carefully Derived) 


annually to the steady 
prosperity and new-money 
flow in... 


ASHEVILLE'S 


Vigorous 20-County 


MARKET 


\n expanding market, with Buying In 
ome of $293,708,000 (Sales Management 


estimate for 1945). Extra mid-winter 
millions now from Asheville’s big Burley 
Tobacco market. A highly diversified area 


sovered ONLY 
ewspapers ! 


by these Asheville daily 


For Market Data, Address: 


ROY PHILIPS 
Advertising Director 


Representatives 


THE KATZ AGENCY 


SHEVILLE| 


CITIZEN ap ta 
om , | 


ADVERTISING DISPLAY CO. 
1212 Jackson Street 
Cincinnati, Ohio 


| 


fis 


AUGUST 


, 


OCTOBER 


NOVEMBER 
MBER 


pECE® \ \ 


job for you. 


Electric display advertising at 
the point of sale will do a BIG 


We'll help develop your own 
ideas or submit originals. 


Ask for samples of displays in— 


Etched Glass .... Neon 
Plastic .. Metal .. Wood 


... and our famous 
STREAMLINER 


FULL PARTICULARS. 
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Transport Lines 
‘46 Loads Higher, 
but Profits Lower 


WASHINGTON — The nation’s 
transportation system handled 
peak loads of passengers and 
freight during 1946, but carriers 
complained generally that their 
earnings were below normal. 

A 78% increase in the number 
of passengers carried was offset 
for most airlines by increased 
wages, reconversion costs and pur- 
chases of new equipment. 

The trucking industry handled 
a heavier volume of freight than 
during 1944 or 1945. Railroads 
handled the greatest volume of 
traffic of any peacetime year. 

Domestic airlines carried more 
than 13,000,000 persons over 6,- 
000,000,000 passenger miles. They 
surpassed all previous safety rec- 
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BECAUSE— 
SHE CAN AFFORD TO 


Yes, THE WOMAN pays off with 
greater sales—potential for every 
advertising dollar you spend. You're 
hitting the country's high-earning, 
top-buying woman's market when 
you advertise in THE WOMAN. 


of the families of 
THE WOMAN readers 
are in the $3000 and over* 


“When it Comes 
to Figures.... 
the Woman Has 
Something to Look at!" 


40 % are home owners 
58.3% are housewives 
"Starch Readership Survey 1946 


with WOMAN'S DIGEST 


oe 


ords, with 1.47 fatalities per 100,- 
000,000 passenger miles, compared 
with 2.31 in 1945. 

Air freight for scheduled lines 
was up 57% to 37,000,000 ton- 
miles. 


Truck Volume Hits ‘204’ 


Twice during 1946 the American 
Trucking Association’s index of 
average monthly tonnage, with 
1938-49 as 100, topped 200. The 
204 peak reached in August and 
October was exceeded only once 


before, in March, 1945. 

Rail freight was 20% below the 
war peak of 1944 but 31% above 
the prewar peak of 1929. Rail 
passenger traffic was 32% below 
‘the 1944 peak, but 39% above the 
1920 peacetime peak. 

Noting that freight rate in- 
creases had offly recently been 
authorized, railroads pointed out 
that only four times in the past 
57 years has their expense ration 
been as high. 

Truckers, who had had a rate 


increase earlier in the year, said 
their net earnings were improved 
over the near-disastrous year of 
1945, but “it is not yet clear that 
the Interstate Commerce Commis- 
sion has recognized rate-making 
principles which are necessary for 
a stable future in motor trans- 
portation of less-truckload traffic.” 


MacDonald Joins BBDO 


Robert M. MacDonald, formerly 
premium sales counselor with 
Lever Brothers Company, Cam- 


se} 
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bridge, Mass., has joined the New 
York merchandising and market- 
ing staff of Batten, Barton, Durs- 
tine & Osborn. 


DeMunn Names Monk 


DeMunn & Co., Harvard, Ill., 
agricultural consultant, has named 
Howard H. Monk & Associates, 
Rockford, Ill., as its advertising 
and merchandising counsel. Plans 
call for the promotion of “De- 
Munn’s Farm Trends,” weekly 
farm newsletter, and of DeMunn 
farm management services. 
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* These figures represent actual count for the first 


11% months and a carefully projected estimate 
of linage for the last two weeks of December. 
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Appoints Hixson Agency 
Arkansas Company, Newark, 
N. J., manufacturer of textile 
hemicals and finishes, has ap- 
ointed the New York office of 
Hixson-O’Donnell Advertising, ef- 
fective Jan. 1. 


Appoints Lawson 


Gilbert B. Lawson, formerly 
with Hearst Saturday Home Pub- 
lications, has been appointed east- 
ern advertising manager of Chris- 
tian Herald, New York. 


Heads Ayer Radio 


James E. Hanna has been named 
manager of the radio department 
of N. W. Ayer & Son. He joined 
the agency as a copywriter in the | 
Detroit office. Since 1940 he has | 
been with the radio department in | 


jlac Motor Car, vice-president; 


Shirley Zimmerman, research di- 
vision of General Motors, secre- 
tary; James F. Day, Michigan 
Consolidated Gas Company, treas- 
urer, and Jean Gering, National 
Bank of Detroit, executive editor. 


Plans Valentine Drive 


Elgin American, Elgin, I1., ef 
designed special heart-shaped 
compacts as a Valentine promo- | 
tion. Full-color national ads and 
tie-in material will be used for the 
promotion. 


ahs 


ia 


New York. ———s 
} a Names Kopmeyer Agency M = | 
Editors Elect Twentieth Century Products, eyers Joins Gr ey | 


William B. Saunders, Detroit) Glenview, Ill, manufacturer of Charles H. Meyers, formerly | 
Edison Company, has been elected electrical appliances, has named| with Benton & Bowles, has joined | 
president of the Industrial Edi-|M. R. Kopmeyer Company, Louis-|Grey Advertising Agency, New| 
tors’ Association of Detroit. Other | ville and Chicago, to handle its ad- | York, as assistant account execu- 
officers are: P. Schaupner, Cadil-| vertising. tive. 


18,995,000* 


This was the abso 
could publish and 
quality of editorial 


3,56 | ,000* LINES 


What you can 
expect in 1947 


crisis 


Most 


able to get all you want. If you 
give us a choice of two or three in- 


The Pittsburgh Press 


‘epresented by the Notional Advertising Department, 

cripps-Howord Newspapers, 230 Park Avenue, New 

‘ork City. Offices in Chicago, Detroit, Fort Worth, 
Cincinnati, Philadelphia and San Francisco. 


The Pittsbur . 
gh Press, lik 
newspaper, had ikees ke many another good 


Spite of newsprint short 
THE PRESS CARRIED 


LINES OF ADVERTISING 


lute maximum that The Press 
Maintain 


THE PRESS Was COM 


This year The Pittsburgh Press ex- 
pects to fill nearly all its orders for 
advertising space. If a newsprint 


course, space will haye to be ration- 
ed so that every advertiser will get 
a fair deal. 

But The Press does not enjoy cut- 
ting down on your space any more 
than you enjoy having it cut down. 


123,000 PEOPLE 
LIVE WITHIN 10 


MILES OF 
int troubles in 1946. In | DOWNTOWN 
a 

ges, GREENVILLE 


Why refused linage concerns you 


You, as an advertiser, study lin- 


age records to determine media 
rienced space 


preferences of expe : " 
eS on re- 
buyers—preferences base 


sults. But under present — 
tions, actual linage figures wil 
not show you how great space 
buvers’ preference for The 
Pittsburgh Press really 1s. 


Yet the official city 
population is listed 
as 34,734 because 
Greenville city limits, 
only 1% mites in 
radius, haven’t been 
increased since 1865 


PELLED TO REFUSE 


1945 RETAIL SALES— 
$51,516,000 — 
HIGHER THAN MANY 
CITIES OF 100,000 
POPULATION 


sertion dates, you stand an excel- 
lent chance of never being rationed. 

In any event, order all the adver- 
tising space in The Press you need. schedule market 
Our space representatives will keep | eomnee ay Qretavne 
you posted on newsprint supplies, if | ay ~ fae 
you ask them, and help you schedule 3 | nk onal 
your advertising to make the most | 
of available stocks. They'll make it 
as easy as possible for you to get the 
kind of results that have made The 
Press Pittsburgh’s No. 1 newspaper 
for the past 40 years. 


Greenville is an “A” 
should develop later, of 


of the time you should be 
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in Pittsburgh Greenuille News 
in City Garculation »d . 
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Need Radio Stars? 
Hire Yourself Is 
Newest Solution 


New ORLEANS — Starting Jan. 7, 
Station WWL each Tuesday at 8:30 
p.m. will broadcast an unusual 
commercial show in which the en- 
tertainers will be the sponsors 
themselves. 

Local 174 of the American Fed- 
eration of Musicians and WWL 
have arranged for a 13-week 
schedule of shows, each featuring 
a different New Orleans band. The 
program, 
will seek to promote the bands and 
create further 
musicians. 


“Come On and Hear,” | 


employment for 


format will include brief inter- 
views with orchestra leaders and 
other talent and a message about 
the place of musicians in commun- 
ity life. 


Roxworthy Joins ‘R. N.’ 


Thomas J. Roxworthy, formerly 
| with Deb, has joined the advertis- 
\ing staff of R. N., a journal for 
‘nurses, published by the Nightin- 
gale Press, Rutherford, N. J., effec- 
|tive Jan. 2. Mr. Roxworthy will 
make his headquarters in Chicago. 


| Wilson Boosts Budget 


| Wilson Brothers, Chicago, has 
increased its national advertising 
|60% over the spring campaign of 
la year ago. The magazine pro- 
| gram calls for color ads in Col- 


| lier’s, Esquire, Good Housekeep- 


Each musician will draw broad- | jng, Holiday, Newsweek, The Sat- 
cast pay from the local. The show’s | urday Evening Post and Time. In- 


GIBBONS KNO 


ADVERTISING 


BAY STR 


TORONTO MONTREAL, WINNIPEG, 


J. J. GIB BONS LT D. 


WS CANADA 


MERCHANDISING 


REGINA CALGARY, EDMONTON, VANCOUVER 


sertions are scheduled for Sunday | 
newspapers and rotogravure sec. | LUCky Stores to 


tions in 32 metropolitan cities. 


Ads in Apparel Arts, Daily News Expand lts Chain: 


Record and Men’s Wear will also} 


be used. Needham, Louis & Bror- Bids for Workers 


by, Chicago, is the agency. 


OAKLAND, 


Tower Company, manufacturer |market chain which recently com- 
=o ‘pleted an unusual type of em- 


of surgical equipment, has ap-| , 

pointed Beaumont & Hohman, Chi- Ployer-employe promotion, has 
cago, to handle its advertising. Pa- |embarked on an expansion pro- 
cific National Advertising Agency, | gram intended to place its outlets 
Seattle, previously handled the ac- in the state’s top markets. 
count. 


Appoints Du Plantier to 29, and from a staff of 32 em- 
T. D. Du Plantier, for the past|ployes to more than 1,500. 
four years promotion manager of | Although top drawer merchandis- 


Engineering News-Record and ing techniques have contributed to 
Construction Methods, has been |jts success, the management gives 


appointed promotion manager of £1) credit for its growth to the 
neg A gg Me od o_o consistent attention paid to public 
e a” sal ‘relations and employer - employe 


nemainanpeannent 
am amb goodwill. 

7 ee ee pag Recent example of the lat- 

manager of Kasco Mills Waverly ter is a 12-week series of newspa- 

N. Y., has been appointed sales Per advertisements captioned 

manager, succeeding C. J. LaFleur, “Your Lucky Me 

who has retired. which carried pictures and bio- 
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@ IN SALES ; #2 


In 1946 hardware store sales have increased 
more than $377,000,000 over corresponding 
months in 1945. More and more of the men 
making these sales are turning to the pages of 
Hardware Age for reliable, up-to-the-minute 
merchandising and product information. 


ADVERTISING 


In 1945 Hardware Age’s advertising volume reached 
the record-breaking total of 3,532 pages. 
months of 1946 it was up more than 1458 pages to a new 
high of 4,990. More than 90% of the firms that te// and 
sel/ the national hardware market advertise in Hard- 


ware Age. 


e IN CIRCULATION 


Since October, 1946 Hardware Age’s net-paid circulation has 
increased 1698 to a new high of 32,036. Today more than 
18,500 retail merchants and 4,500 wholesale buyers, salesmen, 
and executives subscribe to Hardware Age — the only 
national hardware paper whose trade subscriptions are 100% 
wholly voluntary .. 


. paid-in-advance ... 


86% renewals. 


@ Hardware Age can help you tell your story to the men who read 
its advertisments for inspiration and information... who supply 
homes, farms, and industry with more than 60,000 different 

. and who will sell more than a billion and a half dollars 


items. . 


worth of merchandise in 1946. 
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CaL.—Lucky Stores, | 
To Beaumont & Hol nan Ine.» northern California super- | 


Since the chain’s inception in| 
| 1931, it has grown from six stores | 


Men of the Week,” | 
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graphical sketches of 42 company 
store executives. Each executive 
_had worked up to his present posi- 
tion of general manager, depart- 
ment head or supervisor from such 
a humble beginning as_ truck 
driver, warehouseman or extra 
grocery clerk. ‘ 

The series started with a six- 
‘column ad featuring a single ex- 
;ecutive, and included four-column 
'to full-page ads picturing and de- 
|scribing three to five other Lucky 
| Stores employes. 


Series Boosts Personnel 


The chain adopted the “Lucky 
Men” series, according to D. M. 
Murphy, sales promotion manager, 
| to accomplish a three-fold pur- 
|pose: (1) To indicate to Lucky 
| Stores customers and the general 
|public not only the company’s 
| growth but the steady advance- 
ment of worthy employes; (2) to 
recognize publicly the progress of 
these workers; and (3) to attract 
the right type of personnel needed 
to complete the expansion pro- 
|gram. Lucky Stores, the company 
|hopes, will eventually be ex- 
| panded from the present 29 to be- 
tween 80 and 100. 
| With tongue in cheek, Lucky 
‘Stores recently offered via _ its 
| KQW, San Francisco, transcribed 
| show, “Wife Saver,” a pair of 
|“sheer nylon stockings” in return 
|for 20 Lady Lee labels and $1, to 
| be sent to Lucky Stores in care of 
'the station. The chain has no out- 
let in San Francisco proper, but 
figured it reached the right audi- 
ence in the Bay and Peninsula 
areas where its stores are located 

The contest period ran from Oct 
8 through Nov. 3 and, though the 
wildest scrambles for nylons are 
over, 159 women wanted them 
badly enough to save the labels 
‘from 20 cans of food carrying the 
|chain’s private brand. Replies 
came from every one of the com- 
munities served by the stores. 

Botsford, Constantine & Gardner, 
San Francisco, handles the ac- 
count. 


‘Britain Checks Ads 
| The first postwar moves by the 
| British Retail Trading Standards 
| Association to clean up question- 
|/able or inaccurate British adver- 
'tising came late last month when 
|the association cracked down on 
inaccuracies in fur advertising. 
Significant is the fact that the 
questionable information origi- 
nated in the British Board of Trade, 
which controls the distribution of 
the furs. Other organizations 
helping in the fight for accuracy in 
British advertising are the Adver- 
tising Association and the News- 
paper Proprietors’ Association. 


| 


Agency Adds Accounts; 
Appoints Space Buyer 


Babee-Tenda Corporation, 
|Cleveland, maker of low square 
safety chairs for babies, has 
named Lang, Fisher & Stashower, 
Cleveland. Schedules will consist 
of space in baby magazines, med- 
ical and health publications and 
|smaller test space in women’s and 
general consumer publications. 
|The agency also has been ap- 
/pointed to handle the account of 
|Fort Massac Chair Company, 
|maker of bridge sets and folding 
chairs, using trade publications 

| Frank W. Kramer, who joined 
Lang, Fisher & Stashower last Oc- 
| tober, has been appointed space 
| buyer. 


| 


For Your Advertising Campaign 


in the 


| SOUTHWEST 
| 
| ¢.gaut 
| i AGENCY 
@ Publicity 
@ Public Relations 
@ Campaigns 
@ Surveys 
| 303 Southland Annex 
| | DALLAS 1 TEXAS 
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Send the Paper 
for Life, Texans 
Say—and Pay Up 


San ANGELO, TEx.—Concern on 
the part of at least a few readers 
that they may find themselves 
without their daily papers some 
day has prompted them to seek 
lifetime subscriptions for the San 
Angelo Standard-Times. The paper 
has calculated the cost of a life- 
time subscription, and has used 
full-page copy to brag about the 
staunch loyalty of its readers. 

The lifetime subscription wave 
began several years ago when 
J. M. VanderStucken of Sonora. 
Tex., made a deal for $50 to get 
the paper for life. Recently Jack 
Turney, another Sonoran, wanted 
the same deal, discovered that the 
ante had been raised. He did 
however, find that with $110 he 
could subscribe to the Standard- 
Times for life. Hardly had Mr 
Turney’s subscription taken effect 
when in walked William D. Taylor 
of San Angelo. who wanted not 
only a lifetime subscription but 
also wanted it to include both 


Form Deglin-Wood, 
Public Relations 


| Theodore L. Deglin, former pub- 
‘lic relations officer for the United 
States Army forces western Pa- 


| cific, and Henry F. Wood, an) 
| Army air forces major during the} 
'war and formerly continuity di- | 


irector for a California radio sta- 
tion and executive editor for Fox 
Feature Syndicate, have formed a 
public relations agency, Deglin- 
Wood, Inc., 277 Park Ave., New 
York. 

Accounts include “21” Brands, 
Associate Estates, Wine Producers 
of California Ltd., Madison Square 
Garden Corporation, Visible Index 
Corporation, Vermouth Industries 
of America, Inc., and East-West 
Sporting Club, Inc. 


Held Leaves Scandinair 


George Held, who has been di- 
rector of public relations and ad- 
vertising for Scandinavian Airlines 
System in North America since 
early this year, has resigned. He 
joinea Scandinair from TWA 
where he had been eastern direc- 
tor of public relations. No succes- 
sor has been named at Scandinair. 
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As a matter of fact, we wish his transcribed shows every 
success. But here in Indianapolis, it’s LIVE TALENT 
SHOWS that sell. That’s why we have the largest live 
talent staff in town . . . a staff which is fully equipped to 
sell your product via a ready-made or tailor-made show 
that’s built to your specifications. Ask your John Blair 
Man. ... HE knows. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


WIbt 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


THE INDIANAPOLIS NEWS STATION 


morning and evening papers. After | 
some mathematical judo by the| 
circulation department, Mr. Taylor | 
chipped in $165, became the third | 
lifetime subscriber for the paper. | 

| 


Impressive Transaction 


Pleased with the faith of its | 
readers, the Standard-Times ran | 
a full-page ad, reproduced Mr. | 
Turney’s letter, the paper’s reply | 
and the check with which Mr. 
Turney paid for his subscription. 
So impressive was the transaction | 
that the Associated Press took | 
note through its writer, Jack Rut- 
ledge, author of “Texas Today,” a/ 
column published widely in the! 
Southwest. | 

The Saturday Review of Litera- | 
ture not long ago offered a life- | 
time subscription to the weekly | 
literary magazine for $100. New| 
Republic is another publication | 
also reported to be offering life- | 
time subscriptions. 


Orr Gets Dryad Account 
Andrew Jergens Company, Cin- 
cinnati, has appointed Robert W. 
Orr & Associates, New York, to in- 
troduce Dryad deodorant cream in 
a magazines, beginning in 
May. 


To Newman, Lynde 
Newman, Lynde & Associates, 
Jacksonville, Fla., has been ap- 
pointed to handle the advertising 
and publicity of the city of Jack- | 
sonville. 


y SET TYPE KEADINGS IN A HURRY! ~_ 
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THE NEW EASY WAY TO “SET” 
YOUR OWN TYPE HEADINGS 


toch Presto-type sheet contains a complete 
tiphabet in a sharp opaque black or white 
"a erystal clear transparent background. 

ust place the self-odhering letters directly on 
cur layout, drawing or photograph and you 
ove perfect reproduction copy for offset, mul- 
ith or letter press. 

ONLY 75c¢ per sheet 
orge selection of beovtiful type toces available 


twit your every need. Write today for descriptive 
e: ond type chart. 


Al your local dealer 
or order direct from 


Merwor Brown « ero., inc 
West 44th St., New York 18, N. Y. 


Fairchild 
Aerial 
Surveys, Inc. 


HIG IS NEW YORK 


... and this is “industry city" along the South Brooklyn water- 
front, covering an area equivalent to 110 football fields. The 16 
Bush Terminal Buildings have 6 million square feet of floor space, 
2 million dollars’ worth of fire prevention equipment, consume 
65,000 tons of coal annually. Here, more than 25,000 workers are 
engaged in producing, processing and distributing vast quantities 
of products and materials, everything from jam to tractors. 


You need newspapers to sell New York | 
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Add ‘Solid Facts’ 
in New-Item Copy, 
Miss Fisher Asks 


NEw YorK—Introduction finally 
of long - promised postwar prod- 
ucts calls for serious efforts by ad- 
vertising men to put more “solid 
facts” into copy, Katharine Fisher, 
director of the Good Housekeep- 
ing Institute, recently told mem- 


bers of an Advertising Club ad-| 


vertising and selling class here. 
Many consumers need reeduca- 
tion in buying, she advised. They 
need to be made aware that new 
products exist and are available; 
that they differ from prewar prod- 
ucts either in appearance or in 
operation, and that new products 
must be used in new ways. 
“Make your advertisements as 
glamorous as you know how,” 
Miss Fisher said, “but learn how 
to weave skilfully into your copy 


the solid facts consumers need to | 
This is the hard way to, 
However, | 


know. 
prepare advertising. . . 


ADS PULL 
LONGER 


Because 
KEPT and STUDIED 
oe 


MINIMUM 


GUARANTEED 
CIRCULATION 


Four dynamic sports-picture 
annuals spread your advertis- 
ing over a whole year at sur- 
prisingly low cost. Estimated 
6 to 10 readers per copy— 
every issue a sell-out—each is 
timed for longest possible 
pulling power. Interest in 
spectator sports now at all 
time high assures continued 
growth in effectiveness. Write 
today for full details. 


he 


ELBAK PUBLISHING CO. 
\ bent A-117, Mt. Morris, Ill. 
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I believe this is the basis of suc-|en pre-cooked food and other lines, | tribution of educational films in | Hart, manager of the foreign de- 
‘cessful advertising, because you) she asserted. the 16mm field, the owners an-| partment, and Albert B. Richard- 
| may be surprised to find how) nounced. |son, advertising manager. 
hard - headed Mrs. Average Con- | P . " 2 | i ai - bia erg ena > 

sumer is about her buying of | Quit Pictorial Films _Chesebrough Appoints 5 | Miss Dinsmore Moves 

| foods, appliances, clothing and the, Milton J. Salzburg and Harold | Basil L. Emery, advertising man- Gertrude Dinsmore, formerly 
like. She may be attracted by a|Baumstone have resigned as presi-|ager, has been appointed Aice-| with Young & Rubicam, Nomend 


glamorous idea, but she’s usually |dent and vice-president, respec-| president in charge of domestic) Hosiery, and Pacific Mills, has ala 
not convinced by it alone.” tively, of Pictorial Films, Inc.,|/and foreign sales and advertising| joined Handicraft Development, ‘bli 
More specific copy that will help owned by Pathe Industries, in|of Chesebrough Mfg. Company, | Inc., New York, as director of . liga 
consumers understand the advan- order to devote full time to their| New York. Frank McGroarty, with | trade relations and merchandising. menta 
t f th unt 4 lled for, |OW™ Academic Film Company. Ac-|the company since 1926, has been|The company is engaged in re- have 
ages of the product is called tor, | ademic, which suspended produc-|elected secretary. Other appoint-|habilitation and reconstruction § neth ¢ 
particularly, in the detergent, tion at the outbreak of the war,|ments include: Edwin F. Weigand, | projects in handicrafts throughout § Power 
automatic washing machine, froz-| will resume production and dis-| domestic sales manager; Allison B. | Italy. launct 
’ Bika Pe bli, sigh e 
¢ : geeky shane os Came. eae Re Ee a 


* 
HAVE YOU DISCOVERED THE OUTSIDE AUDIENCE 


on the Pacific Coast, too? 


*Approximately half the retail sales on the Pacific Coast are made outside the 


counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, Seattle 


and Spokane are located—only Don Lee completely covers the OUTSIDE as well as 


the INSIDE half ...aC. E. Hooper 276,019 coincidental telephone survey proves it. 


The outside audience is well worth discovering 
on the Pacific Coast. It represents about half 
the population and accounts for nearly 50% of 
the 9 billions in Pacific Coast retail sales each 
year. Youcan reach this prosperous market by 
radio only if you use the Don Lee network. 

Al] four networks give you inside audience 
coverage, but Don Lee is the only network 
big enough to deliver the big outside audience 
also. Don Lee has 41 stations on the Pacific 
Coast, more than all other networks com- 
bined. (ABC has 13 stations; CBS, 10; NBC, 7.) 

Why are so many stations needed to deliver 
the Pacific Coast 2? Mountains! Most markets 
of the region are surrounded by mountains 
5,000 to 15,000 feet high, and the long-range 
broadcasting of other networks can’t reach 


them. It takes a great number of strategically- 
placed stations to do the job... Don Lee has 
a station in every important mountain-sur- 
rounded market from the Canadian border 
to Mexico. 

If you want to make the most of radio on 
the Pacific Coast, broadcast your show to the 
outside audience, too. Put it on Don Lee, where 
everyone can hear it. As you probably know, 
more than 9 out of every 10 radio families 
on the Pacific Coast live within 25 miles of a 
Don Lee station. 


CITY EXAMPLE NO. 9 : CHICO, CALIFORNIA 
An exclusive Don Lee outside market 

TOTAL RETAIL SALES $18,912,000 

Sales Management, 1946... Survey of Buying Power 


The Nations Greatest Regional Network 
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Dayton Utility 
Offers Ads for 
‘American Way’ 


Dayton, O.—To support his be- 
lief that business leaders have an 
obligation to foster the funda- 
mental rights and freedoms which 
have made America great, Ken- 
neth C. Long, president of Dayton 
Power and Light Company, has 
launched for the company a series 


of ads boosting free enterprise and | Auxiliary, the company is offering |a 


the American way, to run in Day-| mats of the ads to newspapers an 


ton newspapers and 45 other Ohio | busirfess firms at cost. a 
papers. The copy makes no mention of |d 


The ads, of 1,600 and 675 lines, 
follow a course similar to that 
recommended by the American 


merce and Association of National 
Advertisers. Through copy 
American Press, Banking, Dun’s 
Review, Editor & Publisher, Na- 
tion’s Schools and Publisher's 


the Dayton utility, except to use 
the company’s name at the bot- 
tom of the layout. 
Association of Advertising Agen- | prepared by Hugo Wagenseil & 
cies, the U. S. Chamber of Com-| Associates, Dayton. 


in| Klein Agency Formed y 


| 
| 


, a 
The series was 


A new advertising agency, Klein 


Principals of the agency 


re William L. Klein, head of the 


d| United Broadcasting Company for 


bout 18 years, and Egmont Son- 
erling, who was associated with 


Mr. Klein at United Broadcasting 
| Company. 


Associated with them 
re Colonel Julius Klein, Barney 


Samet and A. L. Salisbury. 


‘Life’ Ups Wakefield 


Earle Wakefield, for the past two 
ears a member of Life’s New 


York advertising sales staff, has 
& Associates, has been formed in |b 
Chicago. 


een named assistant to the pub- 


lisher, Andrew Heiskell. 
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THOMAS S. LEB, President 
LEWIS ALLEN WBISS, Vice-Pres. & Gen. Mgr. 
SYDNBY GAYNOR, General Sales Manager 
5515 MELROSE AVE.,HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 


It’s a little 
embarrassing 
blowing your 
own horn 
but... 


THE 


MERICAN 
WEEKLY 


Cuculaiion to 


8.80486 


P.S. These are the official ABC figures 
for the 20 distributing units, 6 months 
ended March 31, 1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more. These places include 
the713 key cities where 50% 
of all retail business is done. 


@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of loca! 
merchants. 


THE AMERICAN 


“The Nation’s Reading Habit” 
MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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Mutual Life Buys Seven 
Sears Retail Outlets | 


The Mutual Life Insurance| 
Company of New York, under a 
1946 amendment to the New York 
state insurance law permitting in-| 
surance companies to buy real 
estate for investment purposes, has 
purchased seven Sears, Roebuck 
& Co. retail stores in Brooklyn, 
upper New York, and New Jersey. 
All the properties and comple- 


mentary real estate were leased | =m 


back to the Chicago mail order 
house for a long term. 

The properties include one store 
each in Brooklyn, Syracuse, Ro- 
chester, Buffalo, Camden, Hacken- 
sack, and Newark. 


Plan Industrial Show 


The International Industrial Ex- 
position will be held in June in 
Atlantic City. 


Se 
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| Jan. 9-10. American Manage- 
ment Association, national confer- 
ence of marketing executives, Ho- 
tel Commodore, New York. 

Jan. 12-15. Newspaper Adver- 
tising Executives Association, 
Edgewater Beach Hotel, Chicago. 

Jan. 16-18. Tenth District Ad- 
|vertising Federation of America, 
Houston, Tex. 

Jan. 16-17. National Publishers 
Association, midwinter meeting, 
Waldorf-Astoria Hotel, New York. 

Jan. 19-21. Advertising Associa- 
tion of the West, midwinter con- 
ference, Hotel Claremont, Oak- 
land, Cal. 

Feb. 10-11. Inland Daily Press 
Association, midwinter meeting, 
Congress Hotel, Chicago. 

April 22-24. American News- 
paper Publishers Association, an- 
nual convention, Waldorf-Astoria 
Hotel, New York. 


May 15-17. International Affili- 
ation of Sales & Advertising Clubs, 


annual convention, King Edward 


Hotel, Windsor, Ont. 

May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 3-5. National Federation 
of Sales Executives, annual con- 
vention, Los Angeles. 

June 15-18. National Industrial 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- 
ley, Idaho. 

Oct. 6-9. Financial Advertisers 
Association, annual convention, 
New York. 


Spier Adds 3 Accounts 


Childrens Press, Inc., and Pelle- 
grini & Cudahy, Chicago book 


publishers, and Pilot Press, Inc., 
|New York, have appointed Frank- 
lin Spier, Inc., New York agency. 


Advertising Age, January 6, 1947 


Holds Ad Rates 


The Wall Street Journal in- 
creased its circulation guarantees 
for all three editions, at no in- 
crease in advertising rates, effec- 
tive Dec. 30. Increases shaped 
up as follows—eastern edition, 
63,500, an increase of 10,000; Pa- 
cific Coast edition, 9,000, an in- 
crease of 1,500; national edition, 
72,500, an increase of 11,500. 


Brown, Nelson Promoted 


Best Foods, Inc., New York, has 
elected Albert Brown, director of 
advertising and merchandising, a 
vice-president in charge of adver- 
tising and merchandising, and 
B. F. Nelson, director of pur- 
chases, a vice-president in charge 
of purchases. 


Johnston Leaves CBS 


Clint Johnston resigned as a pro- 
ducer-director of Columbia Broad- 
casting System on Dec. 27 to be- 
come an executive of Phoenix 
Productions, which handles a 
number of FW package shows, in- 
cluding several he developed with 
writer - producer Gerald Kean, a 


former associate. 


MR. & MRS. HOME-TOWN RURAL AMERICA are solid, loyal, 
free-thinking citizens. You'll like them! They comprise over 
half our nation’s people; possess nearly half its buying power. 
They are ready and able to buy your goods. 


THEIR HOME is grass roots America! What they say about our 
national policies, economies and standards, bears plenty of weight. 
Your Public Relations story will interest Mr. & Mrs. H-R 
America greatly. Enlightened management tells them the things 
they want to know, and considers the cost a good investment. 


CULTIVATE their friendship and their acceptance of your products 
through their Hometown Weekly Newspapers. NAS, representing 
over 5,000 of these papers, will gladly assist you in selecting 
specific weekly newspaper packages for state, region or spot 
coverage. At no extra cost, we handle all schedule mechanics. 
This vast market where consumer purchasing power 
continues to rise is yours for the asking! 


me NA. 


NEWSPAPER ADVERTISING SERVICE, INC. 


Business Corporation of the National Editorial Association 


SEATTLE CHICAGO NEW YORK 
301 White Bldg. 188 W. Randolph St. 70 E. 45th St. 


Get Hy when you 
want something done 
in his town 


Want to start something ... in your direction? 


Want to sell an idea or a product to men who are 
natural-born “salesmen” to others—who “rave”’ about 
things they like—who are in a position to spread the 
good word? 


Then reach the readers of The Rotarian... and you 
reach their towns. 


Rotarian subscribers are influential leaders of their 
towns because they are elected and selected as influen- 
tial men dy influential men—their own neighbors who 
know their ability and git-up. 


They’ve got what it takes to buy what you sell. Facts 
and figures to prove it are contained in our latest sur- 
vey. We'll gladly send you a copy... no obligation. 


Noadon—neadon imyust 


BR a 
Pifun®” Kotariane 


35 East Wacker Drive, Chicago 1, Illinois 
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Advertising Age, January 6, 1947 


NEW PACKAGES — J. W. Speaker 
Corp., Milwaukee, has adopted these 
new individual and outer cartons, all 
carrying the company trademark, to 
promote its Electro-Patch Patch tire patches, 


Trademark‘ Tied 
in with Packages 


in Speaker Line 


MILWAUKEE—J. W. Speaizer Cor- 
poration has adopted a newly de- 
signed line of packages for its 
Electro-Patch tire patches, with 
the cartons for the first time car- 
rying the company trademark to 
tie in with business paper adver- 
tising to service stations and ga- 
rages. 

The company, although it does 
not sell its products directly to 
consumers, decided nevertheless to 
pay particular attention to the de- 
sign of the packages. Part of the 
plan was to make sure that the 
different cartons could be recog- 
nized easily on crowded or dim- 
ly lit shelves. 

Folding cartons are used to pack 
the product in three individual 
and two outer cartons, the latter 
enabling split quantities. So that 
the three basic shapes of patches 
—large round, round and oblong 
—can be recognized, illustrations 
of the separate patch shapes have 
been put on end panels. 

The eye catcher is a lightning 
streak, symbolizing the use of elec- 
tricity in the vulcanizing process, 
and pointing to the product name 
in a black panel. Orange and 
black, the colors used on others 
of the Speaker line, have been 
continued on these packages. 

Beginning in March, Speaker 
will promote the Electro-Patch line 
with copy in Automotive Digest, 
Commercial Car Journal, Fleet 


Owner, Gasoline Retailer, Motor 
Age, Southern Automotive Jour- 
nal, Super Service Station, Tires 
Service Station and in export pub- 
lications. 

Richard M. Franz, Milwaukee 
package designer, was retained by 
Speaker to handle the original de- | 
sign for the packages. 
ing is handled by Klau-Van Piet- | 
ersom-Dunlap Associates. 


Hastings Keeps One 


Hastings Mfg. Company, Hast- | 
reported recently aa) 


ings, Mich., 
dropping its two network pro- 


Grocers Group 
Tells Delivery, 
Credit Methods 


Cuicaco—‘Credit and Delivery,” 
a 49-page booklet prepared by the 


Advertis- National Association of Retail 


Grocers for its 60,000 members, 


\discusses problems involved in 
|providing those two services to 
| customers. 


In the section on credit, the 
booklet urges retailers to grant 
credit only to those who pay their 


grams, “I Deal in Crime” on ABC |rent promptly or own their own 


and “Michael Shayne” on Mutual 
(AA, Dec. 23), has decided to keep 
the ABC mystery drama, reinstat- 
ing the 52-week contract covering 
the show. Keeling & Co., In- 
dianapolis, places the program for 
Hastings, which makes piston rings 
and Casite anti-sludge compound. 


To Fashion Advertising 


Weston International Corpora- 
tion, maker of cigaret lighters and 
metal novelty premiums, has 
placed its advertising with Fashion 
Advertising Company, New York. 


homes, have stable employment 
and maintain checking or savings 
accounts—or whose parents have 
good credit standings. “Good 
looks,”’ it warns, do not necessarily 
mean good credit, and “although 
99% of all customers are honest” 
it is not wise to give credit except 
to those whose records show they 
deserve it. 


Tells Collection Methods 


The booklet details collection 
methods, however, for handling 


delinquent accounts. 

The section on delivery service 
shows how to choose equipment, 
methods of taking and assembling 
orders, loading them and system- 
atically delivering them. It shows 
also how records may be kept to 
facilitate greater efficiency and de- 
crease costs. 

Copies may be obtained at 15 
cents from the association at 360 
N. Michigan, Chicago 1. 


Three Name McLain 


McLain Organization, Philadel- 
phia, has been named to handle 
the advertising of United Dairy 
Equipment Company, West Ches- 
ter, Pa.; Price Battery Corpora- 
tion, Hamburg, Pa., and Smith 
Drum & Co., Philadelphia. B. 
Weston Stelle has rejoined the 
agency as account executive. 


Alexander Ups Heath 


Monroe Heath, editor and acting 
publicity chief of Alexander Film 
Company, Colorado Springs, Colo., 
has been named publicity chief. 
He will also continue as editor of 
the Alexander house organs. 


' OFFICES 
PITTSBURGH AND NEW YORK 


rail 


fi 


f 


a a os 


Suppose you were asked for 


''There's nothing our friends won't -—- and don't -- 
a listener to Prairie 
Farmer's Dinner Bell Time wrote us an urgent let-— 
ter. Her brother was ill and had to have a very 
Posterior Pituitary powder, to 
-none to be 


ask of us. 


scarce medicine, 


For example: 


live. His supply was nearly exhausted.. 


had...could hold out only’two weeks. 
could we help? As always, 
phoned the man's doctor to confirm the emergency. 
Twenty minutes later we had located a supply, and 


in another 


200 capsules was on its way. Our people turn to 
Prairie Farmer-WLS for help and counsel — and 


twenty minutes, an emergency 


get it." ---- B.D.B. 


Would we, 
we sprang to action -—- 


Posterior Pituitary Powder! 


package of 


‘‘No grass grows under our feet 


when a friend needs help. 


Ast 


ye 


President, Prairie Farmer 


and WLS 


Bh aos 


g a 
ead freindly help OPENS THE WAY TO BUSINESS 
IN “LINCOLN LAND” 


We like to help these friendly folks of “Lincoln Land.” 


When far-off places beckon, Dal- 


Where Prairie Farmer- 
WLS Influence is 
Concentrated Among 
14,000,000 People 


We've been doing it for 106 years. That’s one reason why 


lasites want to know, where is the 


best place to go? Where is it 
cold? Where is it mild? How do 
you get there? What is there to 


they trust us and believe in us. 


Because they believe in us, the 14,000,000 people of “Lincoln 


do and see? What shall we wear? 


For the answers to these impor- Land” also have confidence in our advertisers—a confidence 


tant questions, Dallasites turn to 


that results in millions of dollars in sales. To get your share 
the colorful and complete Travel : 


and Resort Section of The Dallas of this rich rural-urban market, advertise your product in 


Times Herald. This section is a 


the media “Lincoln Land” believes in—Prairie Farmer- he 
WLS. | mn 
y | eat 
THE DALLAS tio eae = . - — ciemeeeiaiaenene 


TER ALI RAINE AIME 


HERALD 
DALLAS’ GREATEST NEWSPAPER >a > CHICAGO 


Represented b a 
THE BRANHAM COMPANY | RURRIDGE D. BUTLER, President | 
i aa a is ; i j 


| year ‘round guide for Texans of 
| when and where to go, and how 
to get there. 
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Names Ingalls-Miniter | FC&B Gets Bank Account 


Ingalls-Miniter Company, Bos-| Foote, Cone & Belding, San 
ton, has been appointed to handle | Francisco, has been appointed to 
the advertising of Medomak Can- handle the advertising of the 
ning Company, Rockland, Me.,/Anglo California National Bank, 
producer of One-Pie brands. ‘effective Jan. 1. 


To Kight Advertising |Reis Joins von Zehle 


Eagle Tool & Machine Company,| Lawrence A. Reis, formerly 
Springfield, O., maker of fruit and | service director of Adair & Direc- 
vegetable slicers, has named Kight | tor-Metropolitan Advertising Com- 
Advertising Company, Columbus,|pany, has joined William von 
O., to handle its advertising. |Zehle & Co., New York. 


SHVILLE 


Hub of a 8600.000.000 Market 2 


“— 


Down in Shelbyville (Bedford County) Tennessee they crown the World’s 
Champion walking horses at the annual national shows, held right in 
the bluegrass section where the Tennessee Walking Horse originated. 
Besides fine horses, Bedford County produces equally fine Jersey cattle, 
sheep and turkeys. Big industrial plants here make pencils, tire cord 
and fabric, hosiery and knit goods. TVA supplies the county with 
electric power. Bedford is one of the thirty-six counties comprising the 
Nashville trading area—the rich market blanketed by Nashville's two 
great newspapers. 


Nashville City Zone Population...........266,505 
Nashville Market Population.............920,843 


Nashville Banner The Nashville Tennessean 


EVENING MORNING SUNDAY 
NEWSPAPER PRINTING CORPORATION, ACENT 
Represented by The Branham Company 


Grab your hat and hold on, because 
this rich Wichita market is really going 
places in 1947. Live stock receipts are 
going up and up, wheat prospects are 
wonderful, and retail sales show a 
great increase over last year. 


1947 looks good to the Wichita market, 
and to the advertisers using KFH, that 
Selling Station For the Southwest. 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET 4 


WICHITA 18 A HOOPERATED CITY 


44.8 


; WICHITA 
CBS $000 WATTS DAY AND NIGHT .. 


CALL ANY PETRY OFFICE 


Commercials 
Fare Well in lowa 
Audience Survey 


Des Mornes—Although it is not 
quite so favorable to commercials 
as his Kansas report, a new study 
in Iowa by Dr. F. L. Whan of the 
University of Wichita also gives 
comfort to those in the nation’s 
radio audience who like jingles. 

In his new “Iowa Radio Audi- 
ence Survey,” Dr. Whan shows 
that only 8.4% of Iowa listeners 
object to commercialization of 
public service broadcasts. The 
figure for Kansas (AA, Dec. 9) 
was 6.5%. In each state, about 


|27% of the audience registers no 
| objection to such commercials. 


In both surveys, the “worked 
in” commercials on S. C. Johnson 
& Son’s “Fibber McGee and Molly” 
program were rated most pleasing. 


Iowans, however, ranked United | 
Fruit’s “Chiquita Banana” second | 


and named other jingles as third 
to sixth-place favorites. Both sur- 


| veys put the Lucky Strike “Your 


Hit Parade” commercials farthest 
back in the doghouse. 

Station WHO here, which pub- 
lished the study, is rated “listened 
to most” by 49.5% of daytime 
listeners and 57.4% of the night- 
time audience. A higher percent- 
age of village and farm listeners 
prefer WHO than urban listeners. 

Other figures show that farmers 
listen to the radio about four hours 
a week (farm women listen six 
hours), villagers listen 3.8 hours 
(village women listen 4.4 hours) 
and urban men listen 4.15 hours 
and urban women 5 hours. The 
survey shows that average time 
spent by all listeners has increased 
from three and a half to four 
hours since 1942, though it has 
ranged higher in °43 and ’45; that 
60% do not think radio can do a 
better service job, etc. 


Talbot Promoted 


Alfred M. Talbot, assistant to 
the president of Canadian Food 
Products, Toronto, has been ap- 
'pointed executive vice-president. 


Advertising Age, January 6, 1947 


Gardner Advertising 
Adds Two Accounts 


Gardner Advertising Company, 
St. Louis, has been appointed to 
handle the advertising of the Air 
Conditioning division of General 
Engineering & Mfg. Company, St. 
Louis, and Ritepoint Company, 
manufacturer of mechanical pen- 
cils. General Engineering will use 
magazines, trade publications and 
newspapers beginning the first of 
year to promote Gemco ‘“Pack- 
aged” air conditioner. Later ads 
will plug Gemco “Heat Pump,” 
which is said to keep a house at 
any aesired temperature the year- 
a without burning fuel of any 

ind. 


Sylvania Elects Two 


Sylvania Electric Products, New 
York, has elected as vice-presi- 
dents Robert H. Bishop, director 
of sales, and Conda P. Boggs, di- 
rector of manufacturing. Mr. 
Bishop joined the company as a 
member of the New England sales 
force in 1936, and Mr. Boggs, who 
had been with General Electric 
Company and RCA, joined Syl- 
vania Electric in 1932. 


G. grants liberty only to those who 


Jove it, and are always ready to guard and defend it.’’ 


— DANIEL 


WEBSTER. 


Pick-up and delivery service is highly important at 
P & A. Type forms, engravings, and customers’ orders 
must be called for punctually while plate and mat 


| material for printers and newspapers must be “on 


| the way” immediately upon completion. * P & A 


drivers have been with us for years. They know 
the short cuts, the dispatch rooms, and all cor- 
ridors that by-pass reception rooms to production 
departments. * Supplementing, is the messenger 
service throughout buildings when there is a con- 


centration of accounts. Twice daily, Herbie, a young 


lad with nine smiles to one grumble, makes his 


rounds. * P & A pick-up and delivery service, 


| fast, thorough, is well respected by all customers. 


TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS + STEREOTYPERS 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
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‘already distributed counter cards | motion plans. No agency was used | have been preserved, housewives 
‘for dealers to encourage criticism | to place the ad. /cannot prepare satisfactory meals, | 
|of the government’s sugar policies.| He indicated that need for such | etc. 
| Copy in the advertisement ap- | advertising here has been lessened | Department of Agriculture | 
pearing here, and in a similar ad | to some extent by opening of an spokesmen, on the other hand, say 
that ran recently in the Vindicator, leditorial drive in the Chicago|the removal of sugar controls 
Youngstown, O., is taken from a|Herald- American for abandon- | would raise the pound price from 
pamphlet on the subject prepared | ment of sugar controls and ending | eight or nine to 26 cents; that Can- 
by Lamborn & Co., called the | shipments of sugar overseas. The jada, Great Britain, Denmark, 
world’s largest broker of sugar.|New York Journal & American | Sweden and other “surplus” coun- | 
The ad in Youngstown was run by | and other Hearst papers also have | tries are also reducing their use of | 
“a group from the super food mar- | opened such campaigns. sugar below prewar levels in order | THE KEY Td 
kets, pastry bakers, carbonated Both Sides Given | that Germany, Italy, Spain and | 
beverage, confectioners, dairy, ice other nations, whose output is far | 
cream and restaurant industries of Points stressed by sugar-using|under prewar output, can have 


"a the Mahoning Valley.” industries are that the government | somewhat more. 

y program is not a famine relief de- MAIL 

y BOOK COUNSELORS—Working on ad Some Users on Other Side vice but a “plan to raise the nor- Aaency Promotes Two 
layouts for a book promotion are Mir, Kenney pointed out to AA | mal consumption of sugar in other g Y PROMOTION - 
Samuel Holt McAloney and Mary J. | Needham & Grohmann, New| 


that his group disagrees with gov-|countries at the expense, and 


Shipley, recently elected vice-president York, has promoted Roger N. | 


° .. |ernment figures on sugar supply, | through the sacrifice, of the people | Hutchinson Jr., to media director, | ° 

“nd mag sg Now York box p Bes mea production and the overseas need, | of the United States.” The gov- | succeeding Kathryn Intemann who Guild 

a advertising counsel. Mr. McAloney |and sides, instead, with statistics ernment, they say, intends that by | has been named executive naa, Wat Onder 

ji- — ee ~~, = account geet prepared by Lamborn & Co. Some/1950 the U. S. supply shall be tary. ists 

Ir, § on Doubleday o. in 1945, after | trade associations, he admitted, | 12.6% under the prewar supply— re [ -/ 
a ps ar ‘aaee mm whe ge are on record in favor of the gov- | “denying you so that people in Appoint Lesser Agency a| TG) MebttiTRy Ale, BS 
es orps. iss teat joined pier i" | ernment or, at least, oppose criti- | other countries would have more oe cae ee rat oo NEW YORK be M, & a 
- : lcism of that policy. He said his|sugar than they used before the |22'6S, “ack -uriai pany, at 


? So. Dearbora St.. Chicege } 


P : j ‘ zs : New York, have appointed Gerald 
/group will await reaction to its| war.” Without sugar, they stress,|[esser, Inc., New York advertis- 


Sugar-Using Firms | first ad before making further pro- | much fruit has been lost that could | ing agency. 
Unite to Attack 
Sugar Exports 


CuicaGo — The brave new year | 
probably will not bring anything 
like the wave of strikes and po- | 
litical crises that, last year, evoked 
a record amount of propaganda | 
advertising. But 1947 will not lack | 
its fair share of the kind of issues | 
and disputes that lead to special | 
appeals in newspapers and other | 
nedia. | 

That apparently nothing can 
stop such advertisements became 
evident here, just two days before 
Christmas, when a group of “31 
Sugar Using Industries” took full- 
page space in the Chicago Tribune 
to attack the government policy 
f giving away sugar to other na- 
uons., 

While OPA’s forced relinquish- 
nent of nearly all its controls last 
all about ended special - interest 


n for criticism. Its present con- 
rols in only three main fields— | AN INTERNATIONAL FORUM UNDER THE JOINT SPONSORSHIP OF 
ugar, rent and rice—are destined 

0 bring attacks on at least the first 


Sey | TIME, THE WEEKLY NEWSMAGAZINE, AND THE COUNCIL ON WORLD AFFAIRS 
Sugar Attack Forming CLEVELAND, OHIO JANUARY 9, 10, and 11, 1947 


No concerted drive has yet been | 
lanned by those who oppose the 
ontinued exportation of U. S., . ; 

uban and Puerto Rican sugar to Purpose: to put before America the facts Some of the Speakers 


urope. John E. Kenney, secre- surrounding two urgent questions of our = MAURICE SCHUMANN, President of France's 
ry of the group of soft drink, de Mouvement Republicain Populaire 
erg nga Per pl eng d h ] JAMES FORRESTAL, Secretary of the Navy 

: What does the world expect of America? 

ere on the sugar question, told P f _— FRANCIS CARDINAL SPELLMAN 


A that the group has not decided What is America going to do about it? | Wer1tiNGTON Koo, China's Ambassador to the 
et whether to advertise further. ‘ : U. S. 
Mr. Kenney is sales coordinator Representatives from abroad will report GENERAL OMAR BRADLEY, Administrator of 


or Joyce Seven-Up Company, bot- | what their countries expect of us—in Veterans’ Affairs 
ler here for Seven-Up Company, | 


lea ip. trade. atti __.U.S.spokes- OswaLDo ARANHA, former Brazilian Minister of 
t. Louis soft drink manufacturer. | 8 dersh P» de, attitudes...U.S _ Foreign Affairs | 
he parent company, he said, has men will reply. E. N. VAN KLeFFENS, Netherlands delegate to 
. . N. Sec il 
Report from the World is the 21st An- a eee eee 
5 : E ROBIN J. CRUIKSHANK, a Director of the London 
F you r AVE \ 7 nual Institute of the Council on World Star’ and ‘News Chronicle” 


Affairs, renowned Cleveland organiza- AHMED EMIN YALMAN, free-thinking Editor of 
SEEN THIS MARKET ‘ ; 5% . Istanbul's ‘Vatan’’ 
tion devoted to community education in 
owll want to know why certain ; MILDRED MCAFEE Horton, President of 
oods, drinks, cosmetics and world affairs. Wellesley and former Director of the WAVES 
igarettes are missing out on it. 
.For it is all around you, with b P . : 
even billion dollars to spend on Time welcomes this opportunity to co-sponsor the Council’s 1947 Institute 
verything people buy anywhere. 
es, the Negro market is so close 


. . . . | 
» us all that it’s easy to overlook as part of its continuing program to encourage the study and free dis- 
And yet it is amazingly easy to - . 
rach it, too, for the Negro looks cussion of news questions among local groups throughout the country. 
» his race press for guidance. 


our advertising in his etows can 
eo PRESENTED NATIONALLY BY NBC . 
)no matter what your product is, Watch the radio page of your newspaper a < 
will pay you to write to Inter- A d k { 
ate United Newspapers, Inc., 545 for dates, times and speakers | 
ifth Avenue, New York, for the 

ects and the success stories built 

of reaching this great and 
rowing market through economi- 


aa TIME, The Weekly Newsmagazine, 9 Rockefeller Plaza, New York 20, N. Y. 
| advertising. Write now. 
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Halpern Opens Agency 


Tyson & Co., New York. Reelected 
as officers ard directors are O. S. 


Harold Halpern, formerly pub- | Tyson, president, and Fay Keyler 


lic relations director of the Fourth ‘and Kenneth W. Bailey, 
U. S. Civil Service regional office, | presidents. 


has opened an advertising agency 
in the Nissen building, Winston- 
Salem, N. C. 


Apvoints Irwin Tyson 


Irwin W. Tyson, account group 
manager, has also been named 
treasurer and a director of O. S. 


vice- 


KOTA Raises Rate 
Station KOTA, a CBS affiliate | 
in Rapid City, S. D.. increased 


Nylon Needle 


for Phonographs 


to Make Debut 


Cuicaco—The newly-introduced | 


Webster nylon needle—believed to 


its hourly rate from $75 to $100 be the only phonograph needle 


effective Jan. 1. The station boosted 
its power from 250 to 5,000 watts 
last June. 
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with the actual playing tip, a syn- 
thetic sapphire, mounted in nylon 
—will be offered to the music 
trade this month by 750 distribu- 
tors. 

Manufactured by Webster-Chi- 
cago Corporation, maker of phono- 
graphs and record changers, the 
needle is being produced now ona 
scale for national distribution 


'although it was perfected only a 
'few months ago. 
play 15,000 records, the company 


The needle will 


announced. W. S. Hartford, sales 


'manager, estimates that although 
‘the company has produced only 


about 4,000 of the new needles, 
production will be such that dur- 
ing 1947 it can expect to sell about 
1,000,000 needles. 

Immediate advertising for the 


>» 


|nylon needle will be confined to 
music trade _ publications. No 
consumer advertising is expected 
to break before March 1. It will 
be placed principally in national 
magazines. No newspaper copy 
has been scheduled as yet nor is it 
likely that any will be included in 
the company’s promotional pro- 
gram. The company expects later 
to allocate part of its production 
of needles for export trade. 

C. Franklin Brown & Co. is the 
agency handling the account. 


Alexander Joins Agency 


Sidney G. Alexander, eastern di- 
rector of advertising and publicity 
for Selznick International-Van- 
guard Films, Culver City, Cal., 
and formerly advertising manager 
of Columbia Pictures, New York, 
has joined the New York office of 
Brisacher, Van Norden & Staff, as 
director of a new motion picture 
division. 

The agency last summer was ap- 
pointed to handle radio advertis- 
ing for Monogram Pictures Cor- 
poration, which places the re- 
mainder through Ruthrauff & 


i 
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ler 
in § 
Pat 


Ryan’s Hollywood office. Several 
new motion picture appointments | 
will be announced shortly. 


FTC Hits Use of 
Army, Navy Firm Names 


FTC set out recently to pre- 
vent a Baton Rouge business firm 
from trading under the names 
“Army & Navy Publishing Com- 
pany” and “Army & Navy Photo- 


graphic Bureau.” Use of these ex- Cun 
pressions, the commission con- § 22 4 
tends, implies that the businesses § !' Wil 
are conducted under the direction § Corpo 
of the War or Navy Departments; § that R 
that the publications and products § 1940 t 
are under government auspices; or § radio 
that the merchandise has been § .wneq 
made for Army and Navy use. . 
ac tual 
signed 
Styron Heads Woodall Zeni 
Hamilton S. Styron, vice-presi- § ago R¢ 


dent, has been elected president of 
W. P. Woodall Company, New 
York, direct mail advertising serv- 
ice, and Gardner F. Landon has 
been appointed vice-president in 
charge of production. W. P. Wood- 
all will remain actively associated 
with the company as executive 


vice-president and treasurer. 


North and Central India constitute half the Indian 
Continent, and take their due share of your exports. 
The HINDUSTAN TIMES (in English) and HINDU- § 
STAN (in Hindi) are most widely read Dailies in the 
Capital City (Delhi), in Delhi Province, in the Punjab 
and North-West Frontier Province, the United 
Provinces, Central India and the Central Provinces, 
and the whole of Rajputana. These include the his- 


toric and ne cities of Benares, Lucknow, 
Jaipur, Cawnpore, Rawalpindi, Lahore, Bikaner, 
Bhopal, Agra, Jodhpur, Allahabad, Jubbulpore, 


Nagpur, etc., etc. 


ee Th 
3 LN it 
.\a Ao - 


(in Hindi) 


In this vast area, the HINDUSTAN TIMES and HINDUSTAN have an extensive readership 
to whom the papers’ vigorous Nationalist policy, 
up-to-the-minute news service, and modern standards of production make a ready appeal. | 
All these readers are potential purchasers of a wide range of manufactured 
their interest in your product through the advertising columns of the HIND 


among the middle and upper classes, 


and HINDUSTAN. 


oods. 


Attract | 
STAN TIMES | 
| 


Rates, specimens and full particulars from: 


The HINDUSTAN TIMES LTD.., 


2/3 Salisbury Court, Fleet Street, London, E. C. 4. 


Cables: Hintimes London 


Mr. McCluskey and 
one of his two fine 
stores in Pasadena, 
California 


George McCluskey is a big, inde- 
pendent operator of two of the 
fastest selling food outlets in Pas- 
adena, California. And, he’s been 
at it for more than twenty years. 

He knows food merchandising, 
and being on the ground he knows 
from experience the newspaper 
that gives him the biggest returns. 

That’s why he’s used The Pasa- 
dena Independent exclusively for 
the past nine years! 

“Tell it to George”...is a buy 
word among food distributors, 
especially if their products are 


You bet..we tie-in with 


The INDEPENDENT’S 
| National Food Ads! 


GEORGE R. McCLUSKEY 


advertised in The Independent. 
Want proof? “Well, you can 
tell ’em for me,” says George 
McCluskey, and he continued, “if 
any of the National food boys 
want to see what merchandising 
really is, and they’ve got a good 
product, just tell ‘em to give me 
some display material and a few 
ad mats.” 
To find ovt more about the divi- 
dends awaiting the Food Advertiser 
who concentrates his linage in The 
Pasadena Independent...call or 
write REYNOLDS-FITZGERALD, Inc. 


PASADENA = INDEPENDENT 
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PER’S WEEKLY 


TOPEKA: KANSAS. 


Because it’s short, to the point and has 
genuine “human interest” appeal. This little 
paragraph is typical of the readability of 
Capper’s Weekly. Folks just naturally like 


CAI 
AB’ 


the wide diversity, entertainment and edu- 
cation they invariably find in Capper’s 
Weekly. 


More than 373,000 folks in the farm and 


We ai 
rural town areas of lowa, Kansas, Ne- (Ky.) 
braska, Missouri and Colorado are Cap- * 
per’s Weekly subscribers . . . and what's don’t 

Nanni€ 
more they'll read and respond to it—be- Paw, ‘ 
cause Capper’s Weekly is read by the a 
entire family . . . That’s why Capper’s WAVE 

much i 
Weekly makes the sale! te ak 7 

and th 

from t! 


@ 


pe 
- - Pe ee 
_ : DpVERT 1SING Ce 
+ ee / / ee 
a A 
. or eC 
Electri 
= Electri 
oF 4 Teleph 
ee ie SIS; and ot 
= s -- = ——_ m7 € “ 
es — ———— cause 
a g /-*] Ohne Hindustan Fimes fz = | ee duced 
a hae aa fet a 
oo F rn =a ee THs eiae ess 
Sas St. Rage Seed ee 
P em == oY Oe Soe aE ff ieee te ‘ Neuen P Unde 
ee se. ! ‘eS “an Ey Sh Mae oie teks wate . oe . 
iy i i ge | Oe die 
P ee Se pecrete | e substar 
—/ Ty Teed , °= °°-s5in Bes ¢ “a. 2: super aa AO oy 
z a lees 3 : settee Row | paratus 
SE a the a 
a charges 
me Zenit 
* patents 
saad Se moe 
| ee ii. | # has cla 
sis ~— oe =e patents 
oa [=] a. SES 3 =| knowle 
ames PO PT Rr wrerr Pree uch el 
a Se et SS 7 = 
ae S34. Ss eS 
eget ae == aa yc / wy 
ee PF Saas yy 
pe 
J : =a 
ae 
= 
- Ce 
ye een roe 
a [ a WA 
ical  -. . ha 
P cl 3 i ~ i 
Lh ane _ . > Reset ;: = 
| = eee a 
Fis ;- we .. #9 oa ee ee | 
ee re ee ee aoe eee 
ae = ‘ fa Poe yond am 5 fete teat ; — 
ee ' — — Se i j 
%, = Olt =" 
oe. if \ ss , ee “it . 
pe . : 
aa a is 
peep 
_ i 
| 
j x i i ? ; WA 
ie us ff, / ; oe 
f ; a. aad at / as! —— | e : 
aaa — - az “ y 
. Co oS. a ~  a e aa lS > A “a —_ 
a ——— : E: 
%, ; > g 9 > 4 t id put EF eM’ ' = . Z : : =e ee = ae Cele, 5 


at 3, > 5 i . ae a 5 4 aie SE Arte Pere 
‘ee < ; aes ‘ ie a a tf = " Aig : = ee erates vei" 
; ; F x d ‘ ; i By. as a Po Ey : siya ite: a 
‘ Brn " ve 2 SPs, 5 eae Se phon Me : Aig fe. . ; pee Eee Sate i 

7 ar s : ig + aes ag 3 ” ets ite” a v7 erie - A vs : a P- tc mfing! OER a . - Te . . . Tra a 
‘ s - j oe ¢ c i - : = +5 . z aa ‘ a a ey ca, Zu x * 


at 


\dvertising Age, January 6, 1947 


. ® Frigidaire Ups Jenkins ‘Dress for Bed’ Cradle Crotch, under the heading |Honors 60th Year 
’ “Dress Up for Bed.” How ex- go ' 
Zenith Hits RCA G. E. Jenkins, assistant om, Dress Up tor Bax tgp ae The Herald, Kaufman, Tex., 


: ine | : |tensive the campaign will be is’ marked its 60th anniversary in De- 
visor of part sales of the service | es ce Ss sary } 
department, has been appointed | Pajama Ad Urges 'yet to be determined. It will de- | cember with a 48-page edition. 


in if Den in national ice cream cabinet sales Cuicaco — Reliance Mfg. Com- | pend largely on availability of | 
| representative of the Frigidaire di- pany, which has advertised for its | better fabrics, greater supplies of 


vision of General Motors, Dayton.| Universal pajamas, “We Put the|which Reliance wishes it could 


49 


—_—_—_—_— | World to Sleep,” may well wake | find. 
_ p { f C { | j it up with its initial copy for color- Meanwhile, a special brochure 
> | , . ‘ 
- d en on 0 ) ip crectrig oneaggcte ec of ful Universal pajamas in the Jan- | featuring reprints of the Esquire n ADDRESSING - er “tye 
bo Cuicaco—Zenith Radio Corpora- | Machinery, has opened an adver- | Uary Esquire. ad is being sent to Reliance deal- | i™ ansene Stas UTES SRO EMRE Za 
“4 tion has filed suit in federal court | tising sales office at 568 Maccabees : In gg Het eee er wed Re- oe th ff & Ry — th THE LETTER SHOP, Inc. 
ses | ip Wilmington, Del., against Radio| building, Detroit 2, with Boyce | liance is featuring Universal’s new utnraul “gs — , es the | | 431 g. Dearborn St., Chicago 5, Hlincis 
a Corporation of America, charging Tope in charge. |colors and designs, and U-shaped | men’s divisions o eliance. 
its: B that RCA has induced Zenith since 
cts § 1940 to pay for licenses to make 
or § radio parts under rights allegedly 
€n B owned by or assigned to RCA but 
actually non-existent or not as- oe 
signed to the defendant. ‘ 
Zenith alleges that seven years : 
»si- Bago RCA represented that it owned 
of Bor controlled rights to grant 
ew Blicenses owned by itself, General 
oe Electric Company, Westinghouse oe 
in : 
od- 
ted 
tive 


mee, iF 


Electric Corporation, American r en 
Telephone & Telegraph Company rN 
and others. Zenith says that be- ? oo! > 
cause of such claims it was in- , J ; ‘Ge 6". a 
duced to accept licenses for many 7 Pc ; - ) 
patents covering radio apparatus. a A 

License Not Renewed 4 . 7 = a ( 

Under the licenses, which ex- ined 7 a ' 

pired Dec. 31, 1946, Zenith paid - ; ; 
substantial royalties for all ap- ~ ' f 
paratus made, and each radio part ~~ —— aly 
has been marked with numbers of no wi a ¥ 


the alleged patents, the _ suit 
1» ON GD Years 


charges. 
Zenith insists that RCA’s claimed 
patents are not actually applicable 


has claim to rights covering such 
atents, Zenith says, it has no 
scnowledge of the theory behind 
such claims. It asks for a declara- 
ory judgment of invalidity of the 
patents and for injunction re- 
training RCA from suing to col- 
ect money from Zenith for pro- | 
eeding to manufacture parts| 
vhich RCA claims come under the 
atents. 

Western Electric Company and | 
reneral Electric Company are | 
1amed, similarly, as defendants, | 
ach for one patent held by them. | 


} 
| 


oins Bass-Luckoff 

Shirley Morris, formerly with | 
llen & Marshall Agency, has been 
ppointed radio director of Bass- | 
uckoff, Hollywood agency. 


| 


= oe \Sine a Mee Idea Which Took 
Root in 1901 means Wllions for the Sunbelt today 


wAVE In 1901, FARM AND RANCH organized the Texas _ partially explains the dominant position held by FARM 
Horticultural Society; two years later, it organized the | AND RANCH in the prosperous five-state Sunbelt area. 


is East Texas Truck and Fruit Exchange. The rest of the explanation lies in readability . . . intel- 
Y The influence which these two organizations have ligent reporting and diversified features... the accu- 
CANN ’ had on agricultural economy in the Southwestern Sun- mulated Kaowledge of 63 years of continuous publi- 
BOUT wry q Th ee ee cation in the Southwest. To reach the rich Sunbelt 
A t is tremendous. The pages of FA ! ; 


market and find ready acceptance for your advertising 
for more than four decades, have advocated better 


! >, use F RANCH — the zine which 
NANNIE (Ky-)* | farming — and with it better living — to hundreds of ee ee ee 
a 


Sunbelt farmers and ranch- 


‘e ain’t sure whether Nannie thousands of Sunbelt families. ers have known...and read <eoe 
bt named after alady ~~ Leadership in this and similar farm improvements _ ... for two generations! « San 
(Ky.) was protir* ody’s gran ‘et wan 8! 
or maybe know is that we TEXAS, OKLAHOMA, ARKANSAS, 
mother. All wets to reach LOUISIANA, NEW MEXICO 
don’t try very we BIG States with BIG farms twice the 


National Average 


Branch Offices: 
52 Vanderbilt Ave., New York 
75 E. Wacker Drive, Chicago 
1895 Monroe Drive, N.E., Atlanta. 
West Coast Representatives: 
Simpson-Reilly, Ltd., Russ Bldg., San Francisco, Calif, " 
Garfield Bidg., Los Angeles, Calif. 
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DALLAS, TEXAS ‘ | 
PETERS tatives 


. National Represe" | 
t= | 
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NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
ovtomatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions @ 
to pull. Over 75 popular ¥ 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 


Wew 24-Page Type 
Catalog FREE! 


1415 ROSCOE ST., CHICAGO 15, ILLINOI 
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; | directors. 
| president in charge of advertising 
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Tyler Takes Over 
Stevens Agency 


Boston — M. L. 
for 23 years a New England pub- 


lishers’ and radio representative, | 


has become owner and head of 
Hermon W. Stevens Agency, effec- 
tive Jan. 2. 

Mr. Tyler, who has been New 
England representative for the 
New York Herald Tribune and 
Station WOR, was office manager 
and research director for McCall 
Corporation before coming to 
Boston. 

He will retain the name of the 
Stevens agency and its present 


offices. 


ARF Appoints Boylan 

The Advertising Research Foun- 
dation, New York, has elected Ar- 
thur H. Boylan to the board of 
Mr. Boylan is vice- 


and market research for’ the 
Drackett Company, Cincinnati, 
with which he has been affiliated 
|for 20 years. 


(Spike) Tyler, | 


‘Speakers Announced 


Speakers at the midwest inter- 
city conference of the women’s 
advertising clubs to be held Jan. 
10-12, at the Hotel Chase, St. | 
Louis, will be: AFA President 
Elon G. Borton; Clyde Bedell, 
| author and retail consultant; Bea 
| Adams, executive vice-president of 
|Gardner Advertising Company, 
land Frances Farmer Wilder, con- 
|sultant for daytime programs of 
Columbia Broadcasting System. 


Dobler Appoints Howard 

Dobler Brewing Company, Al- 
bany, has appointed the E. T. 
Howard Company, New York, to 
handle advertising on Dobler 
Lager and ale. A _ large space 
newspaper campaign in 14 cities 
will open this month. Advertis- 
ing was formerly handled direct. 


Huff & Henderson Moves 


Huff & Henderson Advertising, 
Dallas, has moved to new quar- 
ters at 804 Main St. Thomas P. 
Murray, formerly production man- 
ager of W. B. Snow Agency, Bos- 
ton, has joined the agency in a lay- 
out and production capacity. 


FOUR STATES FOR 
THE PRICE OF ONE 


The Weekly Kansas City Star offers you substan- 


tial, adequate coverage of four great agricultural 


states—Missouri, Kansas, Oklahoma and Arkansas 


—at a price little more than you would pay for one. 


The Weekly Star’s advertising rate for 420,000 paid- 


in-advance circulation ranges from $1.50 a line to 


as low as 90 cents a line. 


Ask your advertising agent if any 


other farm paper covers the Mid. 


west so thoroughly, so cheaply. 


Che Weeklu Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


120.027 Paid-in-Advanee Subseribers 
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William C. Allen, v.p. of Topics Publishing Co., which publishes 
Drug Topics, was the lucky winner of the new Chevy given away 
at the New York Sales Execs Club Christmas party. . . George D. 
Wever, Life’s promotion director, is a new member of the board of 
directors of the Travelers Aid Society of New York... 

Paul R. Kruming, pres. of the Ass’n of Export Advertising Agen- 
cies, New York, has been named honorary v.p. of the newly 
formed Colombian Ass’n of Advertising Agencies, Bogota. .. A. L. 
Ashby, NBC v.p. and general counsel, has twin grandsons, Douglas 
Ashby and Barry Lee Morningstar, born Dec. 10 at Lawrence 
Hospital, Bronxville, New York. . . Charles K. Everett, merchandis- 
ing director of the Cotton Textile Institute, and H. J. Kenner, gen’] 
mer. of the Better Business Bureau of New York, are members of 
the public relations committee for the building fund drive for a 
Civic Center Synagogue, to be erected at 79-81 Duane St. A fund 
of $350,000 will be sought from food, textile, real estate, hosiery, 
tobacco, and other companies... 

Leonard Dreyfuss, pres. of Newark’s United Advertising Corpora- 
tion, has been elected pres. of the Ad Club of Newark, which he 
helped organize and served as first pres. 28 years ago... 

Joe Gunther, of the Branham Company, Chicago, is doing a lot 
of bragging about his first granddaughter, born Dec. 20... 


YULETIDE HOSTS—Walter F. Zimmer, left, president of Zimmer-Keller, Inc. 

Detroit, was host at one of the holiday season's largest parties at the agency's 

offices. Mrs. Zimmer, seated, and Mr. and Mrs. Jess Day Chamberlin helped 
him greet the guests. 


Adman H. G. McEndree, 67, is retiring from the agency field to 
spend a generous share of 1947 fishing in Florida. His lengthy 
career began as assistant ad mgr. of Lyon & Healy, Chicago, back 
in 1906. He started in the agency business 35 years ago, with Na- 
tional Advertising Agency. He’s been with the C. C. Fogarty Co.. 
Chicago agency, for the past six years... 

Mel Drake, station manager of WDGY, Minneapolis-St. Paul, is 
tossing out challenges to Twin Cities swimmers these days. Me! 
has been named grand champion swimmer of the Minneapolis 
Athletic Club in a contest conducted over a four-month period. . 

New York University’s business paper publishing course, which 
starts Jan. 15 in the concert hall of the Barbizon Plaza, will wind 
up next April with a lecture by James H. McGraw Jr., pres. of 
McGraw-Hill, on “The Future of the Business Paper”... The Off- 
the-Street Club, Chicago admen’s special beneficiary, received a 
$250 gift just before Christmas, intended to help a deserving boy 
or girl member of the club in any way its officers thought best. 
The presentation was made by Commander Kenneth Dennett, o! 
American Legion Post 170 who, out of Legion hours, is wester! 
mgr. of O’Mara & Ormsbee... 

There was some contention in Chicago between Santa Claus and 
the usual baby delivery guy when Patricia Lynn Mower arrived 
Dee. 19 to make DeWitt Mower, Mutual’s midwest sales megr.. 
happy... 

Maybe it’s been pulled before, but there were plenty of shriek: 
and groans at the office Christmas party when one of the Le 
Burnett Co. executives stumbled and dropped a stack of phono 
graph records intended for the Chicago agency boss. The records, 
of course, were partly cracked numbers supplied by a store—and 
the gift stack had already been sent safely to Leo Burnett’s hom: 
to play on another present, a new radio-phonograph. . . 

Along with Chicagoan Merrill C. Meigs’ holiday greetings, hi 
friends received an attractively bound and interesting diary of th 
global flight he made a year ago. “B’s Eye View of the World,’ 
the Hearst Corp. vice-president titled the book... 

The silver anniversary number of “Chemical Peddler,’ pub 
lished annually by the Salesmen’s Association of American Chemi 
cal Industry, Inec., was compiled, edited, etc., by Russell Boland, 
eastern ad mgr. of Drug Trade News... S. S. Fox, pres. and gen’ 
mgr. of KDYL, Salt Lake City, was host Dec. 21 at his tradition: 
Christmas festivities for the children of the station’s employes. . 

Keith J. Evans, ad mgr. of Inland Steel and Jos. T. Ryerson « 
Son, Chicago, gave his daughter, Harriet Jr., in marriage Dec. 2 
to Otis T. Gaston, announcer and newscaster of Station KSAI 
Salina, Kan. The ceremony was solemnized in Riverside, I] 
home of the bride’s parents... 


Shirley Scott, sec’y to Kirk Torney, sls. mgr. of KGO, San Frat 


cisco, will be married some time in February—date not yet s¢ 
Grooming himself for his part in the ceremony is Bill Gianelli, 
California state engineer. 


The Portland, Ore., Newspaper Guild held a party on its fifth a 
niversary at the Press Club of Oregon, attended by more than 2! 
Guild members from the Journal, Oregonian, Oregon City Enterpris 
and Eugene Register-Guard. Lynn Wykoff, of the Oregonian, w: 
presenting a birthday cake with five candles to Guild 
Paul Hauser, of the Oregonian... 


emcee, 


President 
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Battle for Sales 
Looms as Canned — 
Dog Foods Return 


(Continued from Page 1) 


has been little change in the situa- 
tion during 1946. Most of the 
poundage decline, however, is at- 
tributed to the fact that dry dog 
food, which must be mixed with 
water before serving, goes further 
per pound than does the moist 
type. 

What are generally conceded to 
be the “Big Five” in the business 
—Daily (made for A & P), Ideal 
(Wilson & Co.), Pard (Swift & 
Co.), Red Heart (John Morrell & 
Co.) and Rival (Rival Packing 
Company) — must also face the 
discomfiting fact that while they 
accounted for about 33% of all dog 
food sales in 1941, they dropped to 
an insignificant 5% during 1945 


|the earliest and maybe not then. | 
| Some packers may get about 75% | 


of their 1941 demands, but can 
makers think that amount will 
represent not more than 50% of 
the 1947 demands. Most packers 
can expect some sort of allocation 
system to be set up by can manu- 
facturers. 

In fact, can manufacturers pri- 
vately say they are hoping that 
dog food canners won’t rush slam- 
bang into a series of strong pro- 
motional and advertising cam- 
paigns until the supply of cans 
is far more encouraging than it 
is right now. 

Another major marketing hurdle 
is the canine population and its 
changing tastes. There is a small 
but persistent doubt in the minds 
of some packers that dogs will 
take to canned dog food now as 
they once did. The odds are, of 
course, that it will be just as 
palatable as it ever was, but 
there’s been considerable change 
in the dog world and the reception 
that will greet the return of 
canned dog food is by no means 


51 
Although the dog population 
HOW TIN SHORTAGES HAVE CHANGED varies among regions, the numer- 
THE DOG FOOD MARKET ical superiority of dogs on farms 
and in rural areas makes that 
| CANNED...94% - 940,000,000 POUNDS | |market the greatest single part of 
a/b —— ithe nation’s dog food market, de- 
| 22%..6% - 60,000,000 POUNDS spite the fact that city dogs eat 
several times as much commer- 
DRY...85% ~- 510,000,000 POUNDS | cially prepared dog food, per dog, 
: as rural dogs. 
1945 FROZEN... /O%e - 60,000,000 POUNDS Prices of canned dog food will, 
- not too surprisingly, be probably 
| CANNED...5 Te - FQ000, 000 POUND. higher than before the war, which 
> 7s) ri a 
/94/ { BOUY IOEKk PER? 3396) BLL OTHERS 67 Fo | 
1945 {| 5% 4o755 ALL OTHERS BO% ] 
FIGURES FROM NATIONAL COMSUMER PANEL 


certain. 

Don Smith, advertising man- 
ager for Wilson & Co., estimates 
that about half of the nation’s 
dogs have never so much as 
sniffed at canned dog food. In 
five years, it appears, there has 
been a tremendous turnover in 
dogs. Not only that, but the dog 
population has dropped. The Na- 
tional Consumer Panel believes 


that there are about 14,000,000 
families owning one or more dogs, 
which brings the national total up 
to about 18,000,000 pooches. While 
a census of dogs is difficult and 
possibly not too highly accurate, 
it is believed in trade circles that 
there are about 2,000,000 dogs 
fewer than there were in prewar 
years due to the fact that breeders 
have soft-pedalled their activities. 


and there is nothing to indicate 
that they did much better in 1946. 

While sales of canned dog foods 
faded, dry goods (led by Gaines) 
mounted in sales. Not counting 
Gaines, some 15 brands are now 
required to match the 33% share 
of the business done by the “Big | 
Five” previously. Gaines, which 
during the war became a part of 
General Foods Corporation, 
boosted its sales to about 15% of | 
the total U. S. market. And when 
meat grew acutely short last sum- 
mer, the National Consumer Panel | 
shows, Gaines accounted for about | 
30% of the total dog food business 
in the country. 
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Cans Are Scarce 


1c. No matter how great their zeal | 
y's Hto glut the market, packers of | 
ed jog food are finding that the de- | 

nand for cans far outweighs the | 


upply. And predictions as to| 
0 when cans will be plentiful are 
hy extremely hazy at this point. One | 
ck fof the country’s major can manu- 
la- facturers thinks that none of the! 
‘O~ Qackers will get all the cans he | 
” wants until about June, 1947, at | 
Ve! 
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Two-headed Janus, nonchalant god of the Romans for whom 
no 


yrds, 
ana 


| January is named, can see only the past and future; he cannot see the present... 
‘3 = < ‘e % 4 
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th \DVERTISING MAN! I’m an 
rid, itcher — every adv. man should 
EYE’ CATCHERS on his desk! 


he is blissfully unaware that this is the Times-Star’s 39th consecutive | 
year of leadership in Total, Retail, Department Store and General advertising. 
We'll erect no commemorative billboards. We'll light no marquees. We'll employ 


no sandwich-sign space. Instead—we'll take the opportunity to express 


pub idea, don’t you think? 
emi- Bu can take it from me, you must our appreciation to the many advertisers who made this continuous leadership record 
land, ch their eye before you can make . ne ee ae 
yen’. Fm buy!! EYE’ CATCHERS is possible, and to pledge again our best efforts to make your advertising 
‘onal # in advertising photos yaa ; 
"4 t to illust ll ] great $500,000,000 market even more productive in 1947. 
Ses ‘you want to illustrate all your ads 
mn & Bop readers QUICKLY | 
. vA : ¢ ; ; | 
eA) vou need inspiration for nimble 
I) 


HULBERT TAFT, President 
and Editor-in-Chief 


( times-star ADVERTISING OFFICES: ) 


NEW YORK 17, N.Y 


{ you are spendthrift enough to 
est $7.50 per month in an EYE’ 
TCHER membership that will 


» you to profitably cash in on a 60 East 42nd Street 
li, ection of some 10,000 outstand- Albert H. Parker, Mgr 
sales promotion photos ssanet ! Aue 
al ae . 3 North Michigan ve Pw 
h 91 EN take a few seconds to write Fred D. Burns, Mgr 2d 
n i ur letterhead for FREE SAM- WEST COAST REPRESENTATIVE 
ve Proof Books and see for your- ohn E. Lutz, Chicago 11 | 
, Wi IN CINCINNATI 435 North Michigan Ave s 
Gulia MEMBER OF THE AMERICAN NEWSPAPER ADVERTISING NETWORK \ 
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every consumer realizes’ that|will be substantially higher than 


WOW HOW" 


Old friend, neighbor, and established member 
of the community for 25 years, WMBD is 
truly “first in the heart of Central Illinois” 
WMBD’s “know-how” is depended on here 
for top entertainment, help and leadership in 
civic progress. You can depend on WMBD's 
“know-how” to get outstanding sales results 


from PEORIAREA — check the Hoopers ! 


nth. PEORIAREA a. ee 


a 2 CHARLES C. CALEY 
sident # PEORIA, ILLINOIS Executive Vice President 
: dene & PETERS... Mationc! Representatives 


Rival, however, has already an- 
nounced in blunt, effective news- 


papers, the Herald-American, Sun 
and Tribune, that its dog food will 
be sold in one-pound cans for ten | 
cents and the forceful quality of 
the copy leaves no room for 
equivocation. In a letter Dec. 28 
to its distribution forces, Rival 
Packing Company declares that it 
is willing to forego any profit 
temporarily and promises an “ade- 
quate and aggressive advertising 
campaign.” “In view of our fos- 
tering this program, we are ex- 
pecting your cooperation to see 
that Rival Dog Food does not re- 
tail for more than ten cents,” the 
letter says. 

National Consumer Panel esti- 
mates that where the average 
price of all dog food in 1941 was! 
7.2 cents per pound, it was 11.4 
cents per pound in 1945 and will | 
presumably be even higher in 
1947. Meat products for dogs, | 
the Panel declares, were at a pre-| 
war level of 8.2 cents per pound | 
which brings them higher than the | 
over-all average. 

Distribution will probably not | 
present as much of a problem as | 
other phases of the effort to re- | 
gain the lost market. It will un- 
doubtedly follow closely its pre- 


Cithorn FOR AD-SETTING 
Vicithorn FOR ENGRAVING 
Vaithorn FOR PRINTING 


Gaither Corporation 


00 North Rush Street * CHICAGO 11 « ILL. 


war channels which places com- 
mercial kennels serviced by spe- 
|cialty wholesalers and _ brokers 
-near urban centers as one of the | 
leading outlets. Grocery stores will | 
form another major retail outlet, 
plus rural general stores, feed | 


stores and pet shops. In fact, the 
latter two, along with the “all | 
other” types, will account for) 
about 25% of the total volume, | 
| according to the panel. 
|  Promotionally, makers of canned | 
'dog foods will almost without ex- | 
ception increase substantially their | 
|advertising and promotional bud- | 
gets. 
Expect Greater Promotion | 


| Daily, made by Ready Foods 
|Company, Chicago, for The Great 
| Atlantic & Pacific Tea Company, | 
will get its promotion through 
A. & P. Wilson & Co., which dur- 
ing 1941 spent almost $134,000 
boosting Ideal Dog Food, will 


adds one more customer reaction prices generally are higher, there|those for comparable food five|total market. Last summer, the, it became a part of General Foods, 
that must be overcome by packers. is almost certain to be some un-| years ago. 
Despite the fact that virtually favorable reaction to prices which | 


probably spend even more dur- | 
ing 1947 beginning with announce- | 


ments in consumer magazines, al- 
though no definite schedules have 
been determined as yet. 


Company has no definite plans 


get of more than $62,000, most of 


|ing copy. Rival did use The 
Saturday Evening Post for a short 
time during the war. Most of its 
| distribution, however, is in the 
Midwest and East. 

| John Morrell & Co., Ottumwa, 
Ia., which during 1941 spent more 
, than $263,000 to boost Red Heart, 
is believed to be planning even 
|greater expenditures during 1947, 
but it, too, has made no definite 


| policy for the coming year. 
Swift, which expects to go 
through some reconversion before 
it can produce Pard in the quan- 
| tities that led Swift to boast lead- 


during 1941 spent almost $280,000 
{and expects to make major pro- 
motional moves to regain its lost 
leadership. Pard will probably get 
its biggest promotional boosts 
through consumer magazines. 


May Maintain Hold 


There is no reason to believe 


4 
\ Telephone Whitehall 2300 


are going to give up easily. 


Like Wilson, Rival Packing | 


for Rival Dog Food although it) 
| will probably exceed its 1941 bud- | 


| which was spent in newspaper, , 
spot radio and outdoor advertis- | 


| Statement about its promotional | 


ership in the field before the war, | 


that the dry dog foods which} 
usurped the field during the war 


, . } 
Gaines Food Co., Inc., which 


became part of General Foods 
Corporation during the war, grew 
to be a wartime leader accounting 
for as much as 15% of the U. S. 


To begin the big gain—to give more weight to your 
sales — choose the station that carries plenty of weight 
in the nation’s fifth greatest market . . . WJW in 
Cleveland. Long term advertisers have found that better 
local programming planned for top interest has made 
steady gains in listener acceptance . . . has made sturdy 


gains in sales for advertisers. 
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| National Consumer Panel pointed | Gaines spent only about $50,000 in!) \arge 
| out, when meat was acutely short, | promotion. 1olding 
Gaines grew to take 30% of the; Other dry brands like Milk@u-ing 
paper copy in three Chicago| total market. Yet in 1941, before | Bone, Spratts, Austin, Friskies, ty to s 
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In a recent survey made in plants from Virginia to Texas, ¥ me 
. D | 
we find that Southern canners show record spending. Dur- [fy5. 
ing the 1945-1946 season more than 70% of these plants | Even. 
had bought, or had on order, new equipment ranging all [P* = 
the way up to $1,200,000.00 which was ordered by one plant [fy to 
| alone. This means a rich, responsive market for your [faced 
. 2,748,§ 
| products in the South. | iets 
i : y 
|| As an example of one state’s activity in the industry, a Bons, tt 
survey by the Florida Canners Association reports $12,000,- > che 
: ° . : et once 
000.00 being spent in Florida to expand canning and 6,04 
processing facilities for this season. Improvements in three [hy fooc 
plants approximate a million-and-a-half dollars each. Five ee ‘a 
. * pOaS, 
new plants this season will join the fifty-seven that packed §, they 
49,000,000 cans of citrus to make last year’s volume a 
record-breaker. BT I 
, >) Pro 
Write for folder and facts. We have worked with Southern Fwpr, 
canners jor years ... they know us and respect our judg- § C., hi 
; ga 
ment, and as a result we have their confidence and respect. fj; — 
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amily § 
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Interests of the Southern Food Canners. rming | 
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,§Gr0-Pup and others, will find that | increase 


, large part of their problem of ‘Marshall Field 
ding the market they seized Mills Get Firm’‘s 


juring the war will be their abil- 

ty to sell consumers on the need | Ts 

x a diet more complete than Fieldcrest Label 
it alone can furnish. Added to | 

weir difficulties is the fact that 

otwar canned dog foods will 

-~cbably contain more ingredients 

han meat alone. 


division will remain in Spray,|fluence in Canadian affairs if it 
N. C. About 6,000 persons are | were owned and published by 
employed in plants in five cities. | mative, resident Canadians. 
Products made in the mills in- | Liberty of Canada has had a 
; steady circulation growth in re- 
clude woolen plece goods and | cent years, from 206,632 in 1944 
blankets; rayon piece goods and | to 233,291 at the six-month period 
Cutcaco—Marshall Field & Co. tablecloths; bleached goods for ending June, 1946. As of April 6 
has announced that 11 mills oper- | Sheets and pillow cases; blankets; its advertising rate was $950 a 
‘ated as its manufacturing divi- | Cmbroidered bedspreads; rugs ;| pase. 


: . rels th mats 2 wash | 
sion have been designated as com- towels, ba vs and ash 


IBS has effected a 25% 
in membership. 


Complete Production 
facilities for 


SPOT ANNOUNCEMENTS 
SHOWS « BANDS « AIR CHECKS 
LINE CHECKS and 


These dry foods also have the 
dge in the fact that right now 
hey are enjoying consumer ac- 
eptance, presumably from the 
logs as well as the actual buyers. 
lany buyers know that their dogs 
ill eat the dry foods which have 
een available and have been 
sed, and there may be increasing 


ponents of a new Fieldcrest divi- 
sion. The mills make woolen and 
rayon goods, rugs and other prod- 
ucts. 

The change in name, according 
to Luther H. Hodges, general man- 
ager of the mill division and a 
vice-president of the department 


‘Liberty’ Separates 
Canadian Edition 


cloths; hosiery, and curtains. 


Effective with its Jan. 4 issue, | Tiz, 
Liberty of Canada, with the larg- New York, as assistant to the vice- 
est circulation among Canadian | president in charge of merchan-| 
magazines, will be separated from | dising. 


‘Abrams Joins Eversharp 


everything you need 


George J. Abrams, formerly ag a 
product manager of Whitehall for your radio work 


|Pharmacal Company, New York, 
| for BiSoDol, Freezone, Outgro and 


has joined Eversharp, Inc., 


Chicago's Largest 
Independent Studio 


State 5635 


store company, was taken to pro- 
mote the Fieldcrest name, under 


Liberty in the United States. The ———____ | 


new owners will be Jack Kent 


luctance on the parts of both the 
] ogs and the owners to change. 
Nor have the dry dog food 
makers been idle promotionally 
uring the war years. In 1945 


which all Field’s manufactured 
piece goods and other products are 
sold, with the exception of Kara- 
stan rugs. 

No change in management is 
involved, and headquarters of the 


Cooke, principal owner of Station KUOI 50th in IBS 
CKEY, Toronto, and Roy Thomp-|; The University of Idaho’s sta- | 
son, owner of several Canadian|tion KUOI has become the 50th. 
newspapers. Publisher Paul| “member group” in the Intercol- 

Hunter, in —— the sale, legiate Broadcasting System, a na- | 20 North Wacker Drive 
teneral Foods, for Gaines, spent said that “the Canadian magazine | tional organization of campus : ar 
a than $513,000. National ae would become a more vital in-|radio stations. Since September,|) “™® 7!42 © Chicago 6 @ State 5635 we 
it jumped advertising for Milk - 


RECORDING CORP. 
42nd floor 


ig 
5 tone from almost $45,000 in 1941 
> jh more than $123,000 during r 
re 1945. 
ts Even as far bavk as 1939, canned - 
ae Ga foods accounted for about 
| 8% of all dog food sales, accord- 
it g to the U. S. census which 
ir jmaced manufacturers’ sales at 
2,748,934. It’s obvious that by 
| making use of the sales opportun- 
my presented by war-time restric- 
a ons, the dry dog food makers - 
).. jpeve chewed heavily into the mar- 
; et once completely dominated by ; 
1d Bnned foods. In five years, the | 
ee fy foods have gained a market. | vi a 
a ow with the return of canned | Bad posture hurts At proper height wees 
bods, comes the ticklish question, | shoulder muscles Peg ae 
ed bn they hold that market? ... Slows ironing. ‘ast, easy work, 
a i eee 
BT Issues Albums | 
>) Promote ‘Hayride’ | 
Tm’ WRT, CBS affiliate in Charlotte, “rh ~§ i ££ | 7 \ , (j|j iis 
Ig- § C., has sent to 1,000 advertis- | 
g agencies and clients through- | 
ct. t the country a two-record al- 
im of music by the Johnson | 
hmily Singers, the Briarhoppers | 
hd other musicians heard on the 
R ation’s “Carolina Hayride” and | 
' er programs. | 
A vee folder points out} Local lighting of working pig 84 
at ese fo singers “are per- | straining shadows. Don't e kitchen 
rming masterful selling feats for | Sdadeialen to viaghe central ceiling light. 
vertisers on their own WBT)| — ee bt 
IA posrams. But all of them now | 
e available on ‘Carolina Hay- 
ie’.” CBS Radio Sales handles | e e 
ot sales for WBT, which was M 
merly owned by the network. ajor farm im lement 
———Kayride” is offered for local sale ned 


tween 9:45 and 11:30 Saturday 


hts. is the electric iron . . . for easing one of the major 


farm chores... presses pleats or pants... is even a 
vital tool in packaging foodstuffs for home freezers. 


Ironing is big news on the farm, as these 


age Launches Lipstick 


With a 100% increase in ad- 
rtising over 1946, Peggy Sage, 
c., New York, will introduce its 
w “shimmer” lipstick, the first 
e company has made, in a year- 
nd campaign starting Feb. 1 in 
tional magazines, plus coopera- 
@€ newspaper advertising 
oughout the country. Abbott 
mball Company, New York, is 
P agency. 


Mrs. Louis Jorgenson’s make-overs look In packaging fruits, vegetables for home 
like new because iron is set down freezing, use cellophane bag in carton, 
squarely to give wool fresh new look. forcing air from bag. Seal with iron. 
7 — woe . ear eree ome —— _ 


pictures from 1946 issues of SuccEssFUL FARMING 
show ... Sharing the spotlight with the electric 


$i 


PEN 


iron are electric washers, toasters, curlers, juice 


extractors, egg boilers, heating pads, infra red and k- 
\ 
j 


t P ~~ 
a 
Cotton prints couldn't be had so smart 
housewife made flour and feed bags 
into house dresses, aprons, pictured here. 


: ee 


ultra violet lamps, quick freezers . .. that make 
rich farm life richer. 


| or best electric appliance market is the 
farm market ... best covered by SuccEssFUL 
FARMING ... with more than a million plus of 
the nation’s top farm families, concentrated in the 


agricultural Heart States, New York and 


When phone or doorbells are answered 
irons sometimes burn through board, but 
can't with the asbestos Burnproof Cover. 


= . a 


Pennsylvania, with the highest cash incomes, 


greatest yields, largest property investments. For 


top sales, top national schedules with SF! 
SuccessFUL Farminc, Des Moines, New York, 


Chicago, Detroit, Cleveland, Atlanta, San 
J 
Francisco, Los Angeles. 


4 


| 


Cordless electriciron with thermostatically 
controlled safety base gives quick heat. 


a> 


Automatic ironing for seven lightens work 
of Mrs. Weiss, Grundy County, lowa, at 
operating cost of 20 to 30 cents a month. Automatic switch eliminates fire danger. | 


SUCCESSFUL 


FARMING 
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Will Shed No Tear 
for the Vanishing Dear 


To the Editor: Although I am 
heartily in favor of endearing 
terms in certain types of letters 
(be sure of your ground, brother!) 
I can’t help agreeing with E. Wil- 
lis “Bill” Jones’ move to abolish 
“Dear” as the opening word in the 
salutation of a business letter. 
(AA, Dec. 23.) 

It has always been a source of 
irritation and, frankly, with a 
slight tinge of embarrassment to 
address some strange lug whom I 
have never met and _ probably 
never will as “Dear Mr. So & So.” | 
This is particularly true when in | 
the body of the letter following 
the gooey greeting may be found | 
terms questioning the marital stat- | 


ee a a 
ee oe 


PBEPO LAS ASL ES ATER IA 


This department is a reader’s forum. Letters are welcome. 


in the canine genus. Of course, I 
mean by innuendo. 

But in spite of the tone of the 
letter, in this age when simplicity 
and realism more or less rule our 
attitudes on living we should dis- 
pense with unnecessary or super- 
fluous usages that are nothing 
more than inherited customs. 

So, from Mr. Jones I respect- 
fully request a charter member- 
ship in his newly 
ishment of “Dear” 
Letters). 

T. D. HUuTCHINGs, 

Collins, Miller & Hutchings, 
Chicago. 


To the Editor: 


founded | 
SFADIBL (The Society for Abol- 
in Business | 


(““Voice”—and | St., Chicago. 
us of one’s immediate ancestors or | NOT Dear). I’ll be glad to send E.! with being 


ar 
# 


Cie Se 


CONN ANSE 


e ss 
PUSS, SSR 


,to mama’s possible classification | Willis Jones $1 for 360 SFADIBL 


stamps, for I, too, very much dis- 
like Love in letters. In fact, for 
the past year my letters have been 
'going out daily without the Dear. 


So please either give the address | 


letter to Mr. Jones. 


| dollar. 
Thank you very much. 

F. R. McWiiiaMs, 
| Manager, Drug Store Division, 

|. Grand Rapids, Mich. 

[Editor’s Note: SFADIBL, to 
|which Mr. McWilliams refers so 
admiringly, is the Society for 
| Abolishment of “Dear” in Business 
|Letters (AA, Dec. 23). It was or- 
| ganized by E. Willis Jones, adver- 
'tising consultant and designer, 
| whose address is 111 E. Delaware 
Mr. Jones, fed up 
“deared” in corre- 


in ADVERTISING AGE, or hand this 


HALF AN EF’ YE is all it takes to select 


the number one medium for sales of your product 


in the San Francisco area. 


Take a quick look at The Examiner’s circulation figures, 


advertising volume and variety, news coverage, 


NATIOMALLY REPRESENTED BY 
THE HEARST ADVERTISING SERVICE 


features and a public service record that gives it 


unusual prestige—and you'll see what we mean. 


I’ll send the | 


spondence, has developed a stamp 
,for use on business letters which 
says: “Let’s stop ‘Dear’ in business 
letters! (Are you with us?),” and 
in his eagerness to develop the 
movement is offering to send 360 
stamps for $1 to anyone who 
wants to join the new crusade. | 
-" Vv 


“World's Lowest Price’ 
Draws a Big Blast 


To the Editor: Something both- 
)ers me... 

Guess I’ve been reading ADVER- 
TISING AGE since it first started. If 
, you look closely in your files you 
will most likely find my subscrip- 

tion among the first few. Yet in 
|all these years I have never felt it 
necessary to use my voice in ‘“‘the 
Voice,” until today. 

What’s this all about? 

Enclosed you will find a tear 
sheet of a Gimbel ad that ran in 
the New York Herald Tribune, 
| Sunday, Dec. 22, on ball point pens 
for which they claim “Thrifty old 
Gimbels have the world’s lowest 
price” ($1.95). 

With all due respect to Champ 
FitzGibbons . . . have you ever 
wondered at her constant abuse of 
the superlative? I imagine her 
total disregard of the truth is most 
of the time quickly forgotten, be- 
| cause of the inanities involved. But 
every once in a while her sly little 
excursions into fabrication slip 
| under our skin and cause us to yell 
‘like Hell. 

Here’s the point, unimportant, 
of course. However, in our ads for 
Dec. 2, 15, and 22, in the Balti- 
more Evening Sun, we have ad- 
vertised ball point pens at $1.94. 
The world after all is a pretty 
large place, and Baltimore is a 
long, long 200 miles from New 
York City, Gimbels and Bernice 
FitzGibbons. 


Roy L. SILveEr, 
Advertising Manager, Julius 
Gutman & Co., Baltimore. 


Reader Goes on Record 


To the Editor: Your Dec. 16 
article dealing with the Lustron 
houses is a bang-up piece of re- 
porting. 

I am eager to get my name on 
record with the Lustron Corpora- 
tion, and would appreciate your 
kindness in filling in the address 
on the attached envelope and 
dropping it into the mails. 

Second,’ I am enclosing my 
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|check for a copy of Jim Young’: 


book. My copy went to a friend 
and, since then, I’ve been wonder- 
ing if you were planning to re- 
offer the book. Now I am glad t 
find that you are again making it 
available. 

Third, please accept my congrat 
ulations on your reporting the 
Luckman speech in full. Great 
credit goes to him for his pene- 
trating analysis and for his blunt 
courage. And much credit to you 
for publishing the speech and for 
the editorial which ran in con- 
junction. 

Fourth, you are putting out an 
indispensable news publication. If 
you tripled the price I’m afraid I'd 
be compelled to pay the price; | 
can’t do without it. 

THEODORE F. BaAkEr, 
South Laguna, Cal. 


+, = 
Welcomes Suggestions 


for Product Improvement 

To the Editor: As you know, 
most manufacturers from time to 
time get suggestions on how to 
better their product... we, as the 
manufacturer of the Swing-A-Way 
can and bottle opener, are no ex- 


ception. 
Therefore, we have taken the 
suggestions to heart, and will 
“UST aroun 
"" CORney NEW SUPER-ATOMIC 


WAY 


CAN OPENER 


SWING-A: 


shortly introduce the attached 
catalog page to the trade. 

We of course cannot refuse sug- 
gestions for. additional attach- 
ments... and any comments you 
may wish to make will be wel- 
come, 

Frank S. McCase, 

Sales & Advertising Manager, 

Swing-A-Way Steel Products, 

Chicago. 
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Great Big Man in the South 
The GOLDEN Bett Farmer | 


IS 


° 


oF \\ 


GREAT MARKET! 


ANS 


Federal-State Crop Reporting Service November re- 
lease indicates a record-breaking 1946 North Carolina 
Tobacco Crop . . . 912,585,000 pounds. 


70% of NORTH CAROLINA'S TOBACCO 


is grown and sold for CASH in 
"The Golden Belt of the South.” 


* 


The Raleigh News and Observer is the ONLY Morning and 
Sunday Daily published in the entire “Golden Belt’ region. 
All-time high ABC cirevlation, 90,000 PLUS. 


s and Observer 


oh, oe 
Raleigh, North Carolina 


Represented by THE BRANHAM COMPANY 
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ice Industry May — 
Top $1,000,000 in 
‘4T Ad Campaign 


(Continued from Page 1) 
more money, the association must 
spend realistically. It does not ex- 
pect to drive the mechanical re- 
frigerator out of 16,000,000 homes. 
By carefully worked out mer- 
chandising ideas for the trade, and 
by expanding its consumer edu- 
cation campaign now running in 
four colors in national magazines, 
it sees many new markets for ice. 

One fact that dispels the notion 
that the iceman is a relic of the 
past is that ice sales have boomed 
from 35,000,000 tons in 1941 to 
53,000,000 tons in 1946. Much of 
this gain can be traced to new 
uses of ice in merchandising fresh 
fish, fruits and vegetables. The 
association sponsors research to! 
prove that this type of merchan- | 
dising protects food value content. | 

The association wants to build | 
demand for packaged ice, to sup- | 


he fiement the cube output of the 


V1 


4 
D4 


Y 


4 
\ \ 


domestic refrigerator. It believes | 
that, with millions of homes hav- | 
ing neither mechanical nor ice re- | 
rigeration, there is ample room | 
for increasing the present total | 
f 11,000,000 ice refrigerated | 
homes. 


Cover 24% of Tonnage 


Among the _ influential firms | 
oining the campaign this year 
re American Ice Company, New 
York, and Atlantic Ice Company, 
\tlanta, which are dominating 
actors in East Coast ice opera- 
ions. Two other big newcomers 
tre Southern Hencke Ice & Stor- 
ge Company, San Antonio, and 
entral Light and Power Com- 
any, Corpus Christi. 

The nine—these four, together 
vith the American Service Com- 
any, Kansas City; City Ice & 
uel Company, Chicago; Railway 
ce Company, Chicago; Southland 
e Company, Dallas, and Union 
e Company, San _ Francisco— 
ontrol 24% of national ice ton- 
age, 

Recently the National Ice As- 
ciation extended its trade ac- 
vities into the beverage field, to 
rll restaurants, hotels, bars, tav- 
ms and soda fountains on greater 
se of ice. 

Half-page insertions have been 
heduled through September in 
list including American Restau- 
nt, Beverage Bulletin, fountain 
id restaurant edition of Chain 
ore Age, Fountain Service, 
iquor Store & Dispenser, Hotel | 
anagement, Restaurant Manage- 
ent, and Tavern News. 


Used Color Pages 


Other advertising during 1946, | 
ndled by Donahue & Coe, in- 
lved 31 full-page color mes- 
ges in American Home, Better 
omes & Gardens, Good House- 
eping, Ladies’ Home Journal, 
ie, McCall’s Magazine, Parents’ 
igazine, The Saturday Evening 
t, and Woman’s Home Com- 


nion. 
Special messages, totaling 39 
ges, were carried to the food 


ade through Chain Store Age, 
operative Merchandiser, Na- 
mnal Grocers’ Bulletin, Progres- 
le Grocer, Super Market Mer- 
andiser and Voluntary and Co- 
erative Groups Magazine. 
The 1946 advertising also in- 
ided four-page two-color in- 
tions in home economics pub- 
ations, including Better Food, 
Tfecast for Home _ Economists, 
rnal of Home Economics, Prac- 
11 Home Economics, and What’s 
» in Home Economics. 
extensive public relations 
gram to assist newspaper, 
gazine, radio and_ business 
ber writers is handled by Mary 


Pentland, New York public rela- 
tions counsel. Six dramatized 
radio programs were recorded. An 
educational film dramatizing ice 
protection of fruits and vegetables 
from field to table was planned. 

Other 1946 projects, designed to 
make members _ service-minded, 
included kits with local direct 
mail and newspaper material, par- 
ticipation in national exhibits and 
contacts with related trade groups. 


Respro to Horton-Noyes 


Respro, Inc., Cranston, R. IL, 
manufacturer of plastic materials, 
has appointed Horton-Noyes Com- 
pany, Providence, to handle its ad- 
vertising in industrial and trade 
publications, effective March 1, 
1947. 


Opens 4 Branch Offices 


Transportation Supply News, 
Chicago, has opened new offices at 
3185 Chestnut St., Philadelphia; 
2102 Farmers Bank building, Pitts- 
burgh; 3145 Superior Ave., Cleve- 
land, and 112 W. Ninth St., Los 
Angeles. 


Surf Season-Air 
Leads New Line: 
Bids for Dealers 


Cu1caco—G-M Laboratories, Inc., 
prewar contract manufacturer, has 
switched over to the consumer 
field and has launched a business 
paper campaign to win distribu- 
tors and dealers for its new line 
of household electrical appliances. 

While the company doesn’t ex- 
pect to be in the actual consumer 
market before next September, it 
is announcing the first unit of the 
line—a Surf Season-Air—to elec- 
trical, hardware and home fur- 
nishing dealers. Second product 
in the new postwar line has 
reached the advanced design stage, 
but its nature still has not been 
divulged. 

G-M Laboratories now lists 60 
distributors in major centers 
throughout the country and hopes 
eventually to built this group to 
300. Dealers will be urged to con- 
tact their jobbers through ads ap- 


|pearing monthly in Electrical 
| Dealer and Electrical Merchandis- 
|ing, and bi-monthly in Hardware 
| Age and House Furnishing Review. 
|In addition, the manufacturer will 
| use broadsides and circulars 
|build interest in the new appli- 
lances, and is preparing a number 
|of dealer aids. 


Both Heater, Fan 


The portable Surf Season - Air, 
termed “the biggest news in room- 
conditioning appliances since the 
invention of the electric fan,’ can 
be converted “from heater to fan 
in 29 seconds.” It employs a de- 
tachable heater housing which 
makes the Season-Air a 1,320-watt 
forced air heater. For warm 
weather use, the complete heater 


son-Air becomes a 10-inch, three- 
blade fan. 
both heating coils and fan. 

From 1939 until the war started, 
G-M Laboratories manufactured a 
photographic exposure meter, 


to | 
| said. 


housing is removed, and the Sea- | 


Safety guards cover | 
| with 
|merce, Bureau of the Census, has a 
|been appointed associate director as 
lof Market Facts, 


bh 7. 


55 


trade name, Skan. A slide pro- 
jector is contemplated, as well as 
other photographic products. 

All other electrical appliances 
in the household line will carry 
the Surf name, company officials 


Hartman 
account. 


George H. 
handles the 


Company 


Now Avery-Nolan Co. , 
Earl Avery Advertising Service, — 
San Francisco, has changed its ai 
name to Avery - Nolan Company. fl 
Principals of the new company 


|are C. Earl Avery, head of the Earl 


Avery Advertising Service, and 
Norbert N. Nolan who, before join- 
ing Avery last year, was West 
Coast advertising manager of Co- 
lumbia Steel Company. E 


Appoints Buchanan 


Frederick S. Buchanan, formerly 
the Department of Com- 


Inc., Chicago 
market research organization. He 


which is to become the nucleus of was previously with A. e. Nielsen 


;another line marketed under the | Company. 


= THAT’S LIBERTY’S 


““LOW BASE” RATE* FOR 1947 


IF WE DON’T BLOW OUR OWN HORN, nobody else 
will. So here we go— 

Regardless of what any other publisher of any 
general magazine with over 1,000,000 circulation 


may claim— 


Liberty is 1947's best buy! 
Meaning that Liberty’s low base rate is $2.10 per 


thousand. 


Meaning that Liberty’s eight principal competi- 
tors range from 10% to 65% higher. 

Keep that fact in mind when you consider the 
various changes in circulations and rates for 1947 
that have recently been announced. Liberty offers 
the bottom rate—and the top value. 

Remember, also, that the days of easy selling—of 
buyers down on their knees begging for merchan- 
dise— may soon be nothing but a fond memory. 

Competitive selling — competitive advertising 
will rule in 1947. That’s the challenge. 

Liberty Magazine—with the lowest base rate of 
the “big nine” and a bigger, better, vastly improved 
magazine—is ready to meet this challenge! 


Liberty 


MAGAZIN E 
1947* Bes? Buy 4 


*Cost per page per thousand 
comparisons are based on lat- 
est or announced 1947 black , 
and white page rate and circu- 
lation guarantee or rate base. 
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MILLIONS OF PROSPECT 


BILLION DOLLAR MARKET 


@ The mass market for personal planes 
is waiting. It can be developed, but there 
will be no stampede by prospects until 
they know where they can “sit down”; 
where they can get gas and oil; where 
repair parts can be had and repairs 
made; where they can obtain complete 
service at fair and reasonable prices. 


So, the most important thing now — 
the thing that will change this waiting 
market into a buying market — is the 
building of airports, landing strips and 
landing parks; and the establishment 
of service facilities paralleling those 
available to automobile owners. These 
facilities are on the way. 


The Government is matching munici- 
palities dollar for dollar in the building 
of airports. Materials, as business gets 


back to normal, will be more plentiful 
and plans for airports in hundreds of 
places will be turned into realities. 


When these things are accomplished 
facts, personal plane sales will increase 
and the faith of manufacturers in their 
respective markets will be justified 


AERO DIGEST — through its edito- 
rial pages — has been and is doing 
its part to speed up the airport build- 
ing program. 


It might be a good idea for manufac- 
turers to devote some of their advertis- 
ing space to the need for complete 
airport facilities for personal plane own- 
ers. Such advertising would be a spur 
to building activities and result in more 
immediate personal plane sales. 


Naturally the publication to use is 


America's Premier Aeronautical Magazine 


AERO DIGEST 
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lhe Creative Uans Corner 


We can’t think of a happier way to 
start the New Year than by repeating at 
least a part of the Tale of Two Glimps— 
the black-and-white glimp and the colored 
gimp, by tHe incomparable Ludwig 
Bemelmans for the Columbia Broadcast- 
ing System. 

It is part of the CBS promotion of full 
color television and if there is anything 
a promotion piece ought to have that 
his beautifully designed and printed 
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ittle book with its facing black-and- 
white and color pages doesn’t have, it is 
omething we’ve never dreamed of: 
“Once there were two glimps. One was 
lack-and-white. He lived in a little 
oom with plain white furniture, light 
rey curtains and dark grey woodwork. 
“The other glimp was a lovely shade 
f orange. She furnished her room in 
uch the same way EXCEPT that she 
pholstered her furniture with blue 
owered material, and her white curtains 
ad red polka dots to make them prettier. 
“The black-and-white glimp had a 
pPlevision set, which, of course, showed 
im black-and-white television pictures. 
“The colored glimp’s television set 
iowed her pictures in all colors of the 
pinbow. Naturally they were much 
leasanter to look at. 

“One day the black-and-white glimp, 
hking his pipe out of his mouth, called 
rer to the other page and said to the 
lored glimp, ‘I’m looking at my tele- 
ision set. What are YOU doing?’ 
“The colored glimp said: ‘I’m looking 
MY television set, too.’ She pointed at 
le pretty glimp on the screen. ‘Don’t 
u love her golden hair? And I think 
fat red dress is so good-looking!’ 
“‘Golden hair?’ said the black-and- 
hite glimp. ‘Red dress?’ He looked 
id he looked. He even tried using 
lored glasses, but they didn’t do much 
od. All he could see was a glimp with 
ey hair and a grey dress. 

“Then the picture changed. ‘I know 
hat these are,’ said the black-and-white 
imp. “These are bananas. If I had them 
re I'd eat them right up, I would.’ 
*‘Well,’ said the colored glimp sensibly, 


OW Ouaght toKuow . 


You’d look around a long while in the 
vertising ‘business—or any field of en- 
avor, for that matter—before you 
uld find a man with a kaleidoscopic 
€ story comparing with Maubert St. 
Georges’. Frenchman 
goes by birth, British in- 
oh fantryman and combat 
flyer in World War I, 
American by _ choice 
and by naturalization, 
the president of the 
New York advertising 
agency of St. Georges 
& Keyes lived story- 
book adventures in 
soldier-of-fortune tra- 
dition before he set- 
tled down in a fash- 
able Park Avenue apartment as head 
a successful business enterprise. 
born in Paris, of a father who was a 
poser and a mother who was a musi- 
“Mau” St. Georges got part of his 


. St. Georges 


‘if you did you’d certainly be sick. I 
wouldn’t eat those old green bananas 
for anything.’ 

“The black-and-white glimp tried look- 
ing at his set every which way. He even 
tried standing on his head, thinking that 
might help. But it didn’t. 

“The picture changed again. A chef 
was showing pastries he had made with 
a special kind of flour. ‘I wonder,’ thought 
the black-and-white glimp out loud, 
‘what flavors they are.’ 

“*Well, let me see,’ said the colored 
glimp. ‘There’s a chocolate eclair ‘and 
a cherry tart and a strawberry cupcake 
with whipped cream and—and—. My, 
they make me feel hungry! I’m certainly 
going to try some of that flour.’ 

“But try as he might, all the black- 
and-white glimp could see was a grey 
eclair and a grey cherry tart and a grey 
strawberry cupcake. They didn’t make 
him feel hungry at all. 

“They just made him feel sad. . . 

“They began to see pictures like this, 
which just made this glimp say, ‘Ho, 
hum.’ 

“. .. while this glimp said, ‘Oh!’ 

“And the next picture made the black- 
and-white glimp yawn... 

“Then a band started playing, and the 
black-and-white glimp woke up sud- 
denly. He said, ‘Now I’m going to have 
fun too. I love football games!’ 

“What handsome uniforms!’ said the 
colored glimp. 

“Well, it was a game between Green- 
ville and Orangeville. Naturally, the 
players for Greenville wore green jer- 
seys, and the players for Orangeville 
wore orange jerseys. (Only they all 
looked medium grey to the black-and- 
white glimp.) 

“Of course, the colored glimp had no 
trouble at all telling which was which. . . 

“For a long time the black-and-white 
glimp sat and thought. 

“All this while the colored glimp was 
enjoying the pretty pictures. 

“Finally he made up his mind. He 
went out and got paints and a brush and 
painted his house all different colors, 
like the colored glimp’s house. 

“He even painted himself. 

“Then he tried to color the picture on 
his television set. But he couldn’t, of 
course, because black-and-white sets just 
won’t receive pictures in color. 

“So he went over . 

“.. . and married the colored glimp, 
and they moved into a sunny new place 
with bright green curtains and blue 
chairs and gay yellow wallpaper. Now 
they have everything in color... 

“... even their television pictures .. . 
and 

“. .. that’s why you see them smiling 
all the time.” 

Columbia again has set a mark for 
everyone in advertising to shoot at. 


o o M. St. Georges 


formal schooling in London and saw the 
beginning of a lot of school-of-hard- 
knocks learning when, at 16, he went 
down to the sea from Liverpool as an 
apprentice on a four-masted bark. The 
vessel ran into a storm and when the 
ship touched Dakar, West Africa, the 
young Parisian deserted in favor of the 
good earth. 

That was not the end of his sailing 
days, however. Rather it was, strangely 
enough, the beginning of a sea-going 
career in which he finally won a master 
mariner’s certificate. His sea travels 
and globe-trotting ultimately carried him 
to so many corners of the earth that St. 
Georges can today best describe his tours 
by saying he has “not visited Mexico, 
Central America and Turkey.” 

He was back on home soil at the out- 
break of World War I in 1914. He de- 
cided he wanted to serve with the Brit- 
ish forces and joined up as an infantry- 
man. Two years and many muddy 


trenches later, he looked at the sky and 
decided that was a finer, more exciting 
place to fight. Transferred to the air 
forces, he wound up piloting Bristol 
fighters. Once he made a crash land- 
ing, but he came through that and the 
whole foray unscathed. 

In 1919 Mau decided to try his fortune 
in America. Landing on this side of the 
Atlantic, he went to Florida where he 
teamed up with a friend from Canada and 
took a flyer in real estate. “I made one 
sale,” he recalls, ‘‘and lost the profits in 
a poker game.” Then folloWed a spell of 
casting about in various ventures—he 
went to sea again on a coastwise freight- 
er, worked briefly as a checker in a 
wholesale poultry house, turned up final- 
ly on the old New York World where he 
wrote features, including the first daily 
quiz strip. 

Then he decided he wanted to be a 
teacher. He got a friend to introduce him 
to the secretary of the board of education 
in Newark and Mau talked his way—he 
was, after all, a graduate of the Sor- 
bonne—into a job as a French and cal- 
culus instructor. 

“The only reason I didn’t starve to 
death,” St. Georges says of these early 
years in the U. S., “was because it was 
physically impossible in this land of milk 
and honey.” 

What really settled him down to hard 
work to get ahead was a “blind date” a 
friend of his got him with a young woman 
student at Columbia University. The fol- 
lowing year, 1923, Mau married the girl. 
Her father, who was in the bond busi- 
ness but had been in advertising earlier, 
suggested St. Georges try his hand in 
this field and introduced him to the late 
F. Wayland Ayer, head of N. W. Ayer & 
Son. 

Beginning as a copywriter, St. Georges 
“made a tour” of Ayer departments in 
the next 10 years, finally becoming an ac- 


count executive. He served four years 
on the agency’s plans board. 

In the early ’30s he moved over to 
Erwin, Wasey & Co., first as copy chief, 
later assuming account executive ‘duties, 
principally on the Texas Company ac- 
count. Another executive in the agency 
was Stanley J. Keyes Jr., who served 
the Revere Copper & Brass account. Late 
in 1939, St. Georges and Keyes pulled 
out and formed their own agency. 

The Revere account went with them 
and is still theirs, grown from a $50,000 
annual billing to a million. 

Revere tops a list of about 20 accounts 
in the hands of this agency today, in- 
cluding Benjamin-Moore & Co. paints, 
Sargent & Co. hardware, San Benito 
wines and Bonwit Teller. Total billings 
range between $2 and $3 million. 

An unusual aspect of St. Georges & 
Keyes’ operation is that it has no account 
executives. Also, its president points 
out, “we have never solicited accounts.” 
The agency tries to build up permanent 
relationships with its clients and concen- 
trates on doing a sound year-in, year-out 
selling and promotion job for them. 

In 1943 the H. E. Hudgins Company, a 
Baltimore agency, was merged with St. 
Georges & Keyes. 

Today the agency is still comparatively 
small, from a billing standpoint, but sol- 
idly established. 

Its president, a straight-figured, suave- 
mannered New Yorker with a trace of ac- 
cent, snapping brown eyes and thinning 
grey hair, lives at 277 Park Avenue, a 
few doors from his agency office. Mr. 
and Mrs. St. Georges’ two sons are at- 
tending Yale. Maubert Jr. is “giving con- 
sideration” to helping out his father in 
the advertising business, the senior St. 
Georges says, but Laurent is bound for 
West Point next year, to become, like 
his father before him, if not a soldier of 
fortune, at least a good soldier. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


@VHAT CAN BE DONE ABOUT RISING 
MECHANICAL COSTS? 


All advertisers have seen the cost of 
art work, engravings, typesetting and 
electrotypes soar from 25% to 100% in 
the past few years. In many cases, these 
costs are almost prohibitive. 

Your Pay-Off editor has been fortunate 
in getting actual cost figures from Ray 
Snyder, manager, Educational Book di- 
vision, Coyne Electrical School, one of 
the country’s largest educational institu- 
tions. The table gives the average me- 
chanical cost for various units of space. 

Note for example, that a quarter-page 
advertisement costs $117.25 on the aver- 
age for mechanical work. An advertise- 
ment of this size costs $256.25 (12-time 
rate) in Popular Mechanics, which is 
picked merely as an example. Hence, the 
mechanical cost is about 45% of the cost 
of the space. In reality, the insertion in 
Popular Mechanics actually costs $256.25 
plus $117.25, or a total of $373.50, al- 
though obviously, it is not fair to charge 
the mechanical costs against one insertion 
or one publication. 

What, then, can an advertiser do to 
meet rising costs without cutting the 
quality of the finished advertisement? 
Here are eight practical suggestions: 
1—Repeat your best mail order advertise- 

ments more frequently. In that way, 

you can reduce your investment in 
mechanical costs. 

2—Ask publishers to return all cuts after 
insertion so you can use them in other 
magazines. This will save the cost 
of extra engravings or electros. Ex- 


amine all cuts for wear before using 
again. 

3—Ask your typesetter to hold type forms 
for 90 days instead of killing the form. 
If you want to make changes in copy, 
you can salvage considerable typeset- 
ting. Check with your adsetter re- 
garding storage charges. 

4—Take advantage of discounts by order- 
ing electros in quantities whenever 
possible. 

5—Re-use artwork. A clever artist can 
use photostats of portions of art and 
work out new arrangements at a min- 
imum of expense. 


6—Have publisher set the test insertion 
of each new advertisement. If the ad- 
vertisement is profitable, then have 
the copy set by a professional adsetter 
for uniform reproduction in other 
publications. 

7—Eliminate all unnecessary trick opera- 
tions in making engravings, such as 
stripping of extra negatives, lavish use 
of Ben Day, deep-etch halftones, color 
corrected photographs, etc. Frequently, 
the extra cost doesn’t justify the re- 
sults. Consult your engraver before 
you go ahead with art work, especially 
color jobs. 

8—Send publishers unmounted instead of 
mounted electros. The larger pub- 
lishers mount all cuts on metal and 
have to remove electros from your 
wood blocks. Unmounted electros cost 
20% less. If you give your adsetter 
mounted cuts, he will remove the cuts 
anyway and charge you for the time 
involved. 


AVERAGE MECHANICAL COSTS OF ADS FOR COYNE ELECTRICAL SCHOOL 


PERIOD OF JANUARY-JULY, 1946 


7x10" 4 Page 
4") 


11x8"' (Double Page) 5'/2x8"' (Page) 254x8"' ('/2 Page) (Page) 
a) ee ya Black & Black & Black & 
White 2 Color White 2 Color White 2 Color White White 
Artwork... $130.00 $130.00 $60.00 $ 60.00 $ 50.00 $ 50.00 $ 65.00 ~$ 45.00 
Engravings ..... 135.00 50.00 54.00. 100.00 28.00 50.00 68.00 24.00 
Typesetting ..... 10.00 110.00 «90.00 90.00 55.00 55.00 80.00 40.00 
Electro Pattern . 13.00 26.00 }°®«&8.75 17.50 5.75 11.50 12.50 4.50 
Electro (Unmounted). 12.50 24.75  +«+72<.50 15.00 4.75 9.50 10.50 3.75 


TOTAL . - $400.50 $440.75 $220.25 


$282.50 $143.50 $176.00 $236.00 $117.25 
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follows: 
and 


“Help Wanted,” “Positions 
“Representatives Available,” 
Figure bold face heads 25 letters 
34 per line. Box numbers add two 
lose Thursday noon, 11 days preced- 


58 
Paper For Sale The rates for this department are as 
Wanted,” mg a Rtg 
. . 60 cents a line, minimum charge a 
National Food Monthly. Great Potential and spaces per line; light bodyface 
Market. Audited Circulation. Gross first lines. Terms cash with order. Forms c 
year over $40,000. Publisher in ill health || 'm& Publication date. Display advertisements take card rates. 


ARTIST 


Top flight creative designer for advertising display 
to work in lithography, wood, plastic, etc.; all national 
accounts; this organization aggressive; personnel 
very young; good working conditions; all traveling 
and moving expenses paid. 


L. A. Sauer, 357 E. Erie, Milwaukee, Wis. 


seeks right ladividuol or firm to take HELP WANTED HELP WANTED 
over. Cash not important. No brokers. — = = 
FRED J. nay ag nt oc aw ba ADVERTISING ASSISTANT 
Advertising & Publishing wanted by Advertising Manager of 
Box 6633, ADVERTISING AGE ‘ Personne! one of largest casualty insurance 
100 E. Ohio Street, Chicago II, Illinois || pincements of all types with leading | companies in America. Unequalled 
organizations opportunity for young man with 
185 N. Wabash Ave., Chicago thorough knowledge of advertising 
fundamentals and some experience 


in their application. 
flair for writing, 


One who has a 
layout and produc- 
tion details of advertising will en- 
joy the job and get experience in 
every phase of the business that can 
lead him to the top. Give education, 
experience and personal details. 
State salary expected and _ send 
photo of yourself. 

Box 8654, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
PUBLISHERS REPRESENTATIVE 
wanted—travel Mid-West territory. 


National and _ sectional industrial 
publications. Prefer man under 40, 
aggressive and active. Write full 


particulars, furnish photo. 
Box 8626, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITION 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S, State St., Har. 2063, Chicago 


Ow! 


*U. S. 


(Formerly Known as the “Tri-Cities’’) 


NG: 


QUAD-CITY POPULATION 


Bureau of Census; Nov. 1, 1943 


Population of Metropolitan Comins 
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Nearly forty percent incre: 
lation in 23 years ... and still growing! 
Already, the Quad-Cities is the largest 


1930 1940 1943 
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s and Iowa outside of 


the kind of market that 


offers real sales growth for your 
product. 
Nearly 60° of Quad-Cities’ popula- 


Illinois side and read 


tch newspapers .. . the 


only daily newspapers published in the 


line zone. 
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atives - - The Allen Kiapp Company — 


— The Advertising Market Place —| 
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}as Chicago-midwest 
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HELP WANTED 


MARKET RESE ARCH DIRECTOR 
Medium size Chicago Advertising 
Agency in business 37 years, Volume 
well into 7 figures. Organizing new 
department. Should have agency or 
manufacturer’s research department 
experience. State qualifications and 
write fully. 

Box 8652, ADVERTISING 

100 E. Ohio St., 


AGE 
Chicago 11, Ill. 


EDITOR 
experienced, young and aggressive. 
Needed by National ABC Trade Pub- 
lication. Must have editorial back- 
ground, publicity and production ex- 


perience. 

Box 8648, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, ® 

FOOD AC COUNT EXECUTIVE 

What is your experience in food 

merchandising? What have you done 


to apply that experience in creat- 
ing top-notch sales and advertis- 
ing plans for your client? We 
started a food processor in five lead- 
ing national publications just six 
months ago. Now we must expand 
our services. Tell us about your- 
self, salary expected, etc. Believe 
us, we can sell you on your oppor- 


tunities with our aggressive, mid- 
west agency. 
Box 8659, ADVERTISING AGE 
100 KB. Ohio St., Chicago 11, Ill. 


ADV. AGENCY COPYWRITER 


We need an experienced, versatile 
man with at least 5 years advertis- 
ing agency background. 20-year 


successful and fast growing Chicago 
agency offers “ground floor” oppor- 
tunity for the right copy man. $8500 
salary to start—more money quickly 
after he proves himself. Our staff 
knows of this advertisement. 

BOX 8660, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 
RESEARCH MAN 
Advertising Agency experienced, to 
head new department ‘in medium- 
sized fast-growing Chicago agency. 
Exceptional opportunity. Write fully, 


state salary. 

Box 8661, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
 PRODU CTION MANAGER 
Large Chicago advertising agency. 
Must be thoroughly experienced 
agency production. Give full 
tails, exp., salary, confidential. 
Box 8666, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Medium sized CHICAGO AGENCY 
copywriter experienced in 
food accounts. Will consider woman. 
Give complete details, experience, 


salary, etc. 
BOX 8667, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Z POSITIONS WANTED 
COMBINATION EDITORIAL 
ADVERTISING SPACE SALESMAN 
Experienced editorial man and ad- 
vertising salesman seeks connection 


AND 


for established trade paper. Thor- 
ough knowledge of business paper 
requirements. Sound editorial back- 
ground. Capable space salesman. 
Good agency contacts. 

Box 8656, ADVERTISING AGE 

100 E. Ohio St., - Be 

ROTOGRAVURE EXECUTIVE 
available. Knows costs, sales, plant 
supervision. 20 yrs, experience 
America’s better roto plants, college 
grad. Can organize and pick best 
men in the craft. 

Box 8662, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AGENCY PRODUCTION 
Young man, comparatively a begin- 
ner, with good knowledge of tech- 
niques, and some experience. Oppor- 
tunity more important than salary. 
Box 8663, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 


HARD SELLING ADS — Catalogues 
created by free lance idea man with 
plenty “know how”! Put my 12 years 
sales and adve rtising e xpe rience to 
work for you... NOW! 

Box 8658, ADVERTISING 
100 KE. Ohio St., 


Chicago 


AGE 
Chicago 11, Ill. 


REPRESEN TATIV ES WANTED 
New national Hobbyists’ magazine 
with enthusiastic public acceptance 
wants advertising representation on 


commission basis in New York, New 
England, Ohio, Michigan, California, 


Northwest territories. 
ADVERTISING AGE 
Ohio St., Chicago 11, Ill. 


and Pacific 
Box 8668, 
100 E. 


MISCELLANEOUS 
FREE LANCE 
ADVERTISING SERVICE 

Prepare effective copy & layouts for 
Direct Mail, Catalogs, Sales Promo- 
and Publications. Follow thru 
on all production resulting in° fin- 
ished advertising material. Avail- 
able talent to small progressive 
firms as they need it. 

Box 8664, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING AGENCY 
PARTNERSHIP WANTED 
Account Executive with important 
contacts among active advertisers 
seeks partnership proposition. Av- 
erage billing over $100,000 annually. 
Experienced all phases agency oper- 

ation. Replies confidential. 


30x 8665, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

ART STUDIO ORGANIZATION 
an hour from Chicago, needs new 
accounts with disc riminating re- 
quirements in high-grade Finished 
Art, Lettering, Design, Layouts, 
Typography, Photography, Retouch- 
ing. Quality work, reasonable cost, 
| good service guaranteed 

Box 8645, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PAPER WANTED 
Responsible Mid-‘vest business pub- 


lication wants to contract for 500 

tons M.C. or Super for 1947 delivery 
Box 8669, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


representative | 
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Advertising Age, January 6, 1947 


‘PM's’ 60 Days as 


Ad Medium Show 
Transom Take 


NEw YorK—PM, which decided 


'in November that advertising and 
|integrity could be safely mixed, 


in | 
de- | 


| 


picked up 40,879 lines of advertis- 
ing in the 60 days ended Dec. 27. 

The newspaper, which for six 
years considered its adless state a 
symbol of editorial purity, will not 
accept proprietary advertising or 
lonely heart solicitations, but the 
gate is open to liquor. In fact, the 
only three national advertisers 
eurrently appearing in PM’s pages 
are Calvert Distillers, Edelbrew, 
Inc., and Goddard’s Rum. The 
newspaper has gained 47 local ac- 
counts. 

PM’s ad staff currently consists 
of four people besides Advertis- 
ing Manager Louis Frankel. It 
hasn’t solicited advertising thus 
far, all its current space having 
floated in over the transom. But 
the newspaper is planning on aug- 
menting its staff, has ordered “lots 
of new equipment,” and expects to 
sell space aggressively in 1947. 

PM operates on a five-day-and- 
Sunday schedule, and in its Sept. 
30 report showed circulation aver- 
age of 164,686 for weekdays, 201,- 
096 for Sundays. Its rate struc- 
ture, all commissionable, has 
base rate of 60 cents a line, scales 
down to 40 cents for users 
20,000 lines. 
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DO YOUR RADIO SHOWS: 
NEED A HYPO 
IN THEIR HOOPER? 


Do your transcribed an- 
nouncements Sing without Selil- 
ing? 

Radio Director of large, Mid- 
western 4-A agency will sell 
alert merchandising mind and 
creative pen to aggressive, 
radio-minded Agency whose 
clients require top-flight writ- 
ing and production. If you 
need clear, vigorous, sell writ- 
ing that stems from on- -target 
thinking, here’s your “pack- 
age’. And it’s priced to give 
you a substantial markup 
$8,000 to $10,000 depending 
on location. Available about 
Jan. 18. For resume and 
transcription, write in confi- 
dence to 


BOX 6635, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Ill. 
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NEEDED: 
SPACE 
REPRESENTATIVE 
@iish type man 30 to 45 years 

of age, with enthusiasm, cul- 
ture, good character, and proven 
sales ability. Splendid opportunity 
for man not afraid of work. Well- 
established quality national maga- 
zine with one of largest executive 
circulations (ABC). Eastern territory 
with New York headquarters. Full- 


time. Drawing account against 
commissions. 


State completely experience, age, 
education, earnings, references, etc. 
All replies confidential. Write 


Box 6634, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 


WANTED 


COMMERCIAL 
| ARTISTS 


Leading mid-South medical manu- 
facturer requires a number of ex- 
perienced commercial artists. Must 
have at least five years’ practical 
experience in art department of 
advertiser, agency, or one of the 
big label companies. Several 
good lettering men are needed, 
two or more illustrators and re- 
touchers, one or more figure and 
layout men. Write fully. Paul 
Shillin Tey Director, Plough, Inc., 
Memp 1, Tennessee. 


etail sal 
or the cx 
rincipal 
hey alsc 
al servic 


ae X re . iar be Shey a pee ahi: eT ; is sie F 
Mot a ea ek : “ . ei , : iia if bee om ps. See Sea age . Pane con — © sy denis pf fr yo ie 
co tage : 5 : a : 4 zs gs ¥ ek ee ; Bae f. zy a a i) = » 3 NY \ glk: f z Ss. ‘ ie . . 

. nn eee—CtéiCSSS 
* ee en 
e ee Be 

~ & (C 
- . Census 
cies gress C 

— ' 

aes eee 
| SO 

on c. SS eee eee 

" : ETO 

a oe > 

iii ~- A 200,000 y @ oa | | 
| Market \ | 
| , fa 

a x 
a ir J Cal MOLINE by | 
Re: - rock MOLINE 
a A ames Ay Rock Island, Moline, East Moline, Illinois and Davenport, Iowa hem ct 
a <2) 7 TEPOCOOODRECUSEEEREEROUGESORREGSEEGRODOUROREHRGRGRGRRRNOOUO0000000 mmm A sir 

OuGHS 0 : ays 
oom : ensus | 
ss oe Ye =’ | : ‘BSouther 
ae Lf = : the floo 

a. a 3 _ [vit 

oe ~- 4 _ Oy | = 3 Wallace. 

7 hee ii — : ifkome of 

ia \\ = SP Ge : iBions thi 

ace: "eee : i 
od — we a ____ 

a : if) Marke 

-— yh \. = : ess Cet 

: SAMY iW ye. \\), | | =a | : phe leg 
4 \\ YA NT a K : ain cle 
zz | m6) pi Rep 
i\\ Af ee f Vil i : i~ce comr 
y, ‘ + = : 

car 3 SN ~ \ wie H ee ensus | 
* any NSS 4 | - | ee 
Pe: NY YS . re ~ , ¥/) Bsc | : : In ad 

eae Ay, . ‘ k W ae 1 y ks } PITTI iii iti 
ewe ma A in a CN ATLL AC 

4 mY Kc! — ‘4 or the 
ae hast Y AS ri. = i figned te 
Pie Sty WAN <“ } 1, Cun 
2 oS WSS VF —, <--> P| | ics—wel 

o* YB ee \ 2 | santopet 
i Soe SS Ala». ommodi 
fe Be 4 \ <r he . —"" P| f actured 
: " ; ana | ? | 0 ing 

—— S| > i porting 
—_ = BE nder th 
; Ss ry,” mez 
— —— ag - eal shor 
-_ SS os = I ate of n 
at Ae | ee |: 
- Ww, Be _ Es $l CU ane 

7 INS 
\ Ne | 
\\s : ; 
| ‘Nd PRO 
hes. \\ \ \ \ AR’ 
NS. 
Rt NY CC re one 
SNe a 
‘ia Bs  . eee . 
| a 4 SS —— 
_ a , 
WN ’ 

at A; ws [Pee eee A 
| — ee te 
“ ee | ee ee ; a el 

; 0 AO a 3 E: ae s 7 . M i 


,|dent will send a special request 


‘Bget under way immediately. 


‘BBusiness and Manufactures. It 
* Iwas claimed that recent years have 
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Census Funds Will 
Be Asked in ‘Rock 
Botfom’ Budget 


(Continued from Page 1) 


Census of Manufactures if Con- 
gress can be persuaded to grant 
the necessary authority. 

Legislation to this end will be 
reintroduced in the new Congress. 
If it is enacted in time, the Presi- 


for funds, enabling the census to 


Turned Down Requests 


Repeatedly in the past three 
years Congress has refused to ap- 
prove requests for a Census of 


not been representative “bench- 


marks.” 


NS: 


*ficensus of Manufactures every two 


‘study to cover 1947. 


Since existing law calls for a 


years, the President is on firm le- | 


gal ground in recommending that 


Congress grant money for the | 
| 
The legislation which Congress 


must consider if there is to be a 


_—Business Census provides for full 
‘Ieensuses of business and manu- 
*Hactures every five years, and for 
“fannual and other studies to keep 


them current. 


A similar bill, with general— 


:Mhough inarticulate—business sup- 


1ess Census than in the past, but 
#ehe legislative picture will 


port, was approved by the House 


?feensus committee last year, only 


o run into a hostile Republican- 


southern Democrat majority on | 


With the resignation of Henry | 


i™Vallace, census legislation escapes 


ome of the controversial implica- | 


ifRions that were fatal last year. | 


Up to Committee 


Marketing men have indicated | 
ore urgent interest in the Busi- | 


| 


re- 


?Bnain clouded until the new House 


ii Representatives 
ind the personnel of the civil serv- 
#Bce committee—which handles the 
#rensus under the reorganization 
- #plan—is selected. 


is organized 


In addition to the Census of 
Manufactures, the appropriation 
or the Census Bureau will be de- 
igned to provide: 

1, Current manufacturing statis- 
ics—well established series of 
onthly, quarterly and annual 
ommodity reports covering manu- 
actured commodities not reported 
y trade associations or other re- 
orting systems. These reports, 
nder the title “Facts for Indus- 
ry,” measure the volume of goods 
vailable for distribution and re- 
eal short-term fluctuations in the 
ate of manufacturing activity. 

2. Current business or distribu- 
lon statistics—monthly reports on 
etail sales by kind of business | 
or the country as a whole and for | 
rincipal cities or marketing areas. | 
hey also cover receipts of princi- 
al service trades and include the 


PRESENT 
buy inserting 


ACETATE ENVELOPES 


Save 
. Quick delivery: 
porn their low cost. = 
fer samples and prices On Y 
compony " 


GLENFIELD PLASTICS, INC. 


Y. 
95 DE WITT STREET, BEAVER FALLS, ¥ 


| 
| 


monthly report on sales and in- 
ventories of wholesalers. 

3. Population statistics, includ- 
ing housing and the labor force 
in addition to basic information 
on population and its characteris- 
tics. This is to include a special 
survey of consumer purchasing 
power for individuals and families, 
with a sample sufficiently large to 
provide data for broad regions 
and a number of large cities. There 
will also be monthly employment 
figures, and periodic reports on 
migration, family composition, sta- 
tus of veterans and population es- 
timates at intervals. Population, 
housing and labor force data will 
be collected for major market 
areas. 

4. Foreign trade = statistics— 
monthly, quarterly and annual re- 


ports on value, quantity and ship- 
ping weight of imports and ex- 
ports, port to port movement and 
method of transportation used. 

5. Agriculture statistics—addi- 
tional tabulations of the 1945 Agri- 
culture Census to show farm 
equipment, facilities, population, 
land use and livestock inventories. 

6. Government statistics—reve- 
nue, expenditures and debt of tens 
of thousands of governmental 
units. Employment and election 
data of state and local govern- 
ments. 


Moran Appointed V.P. 


Joseph A. Moran, associate di- 
rector of the radio department of 
Young & Rubicam, New York, has 
been appointed a vice-president of 
the agency. 


rp 


Lit Bros. Appoints 
Cohen Sales Mgr. 


Lit Brothers, Philadelphia de- 
partment store, has appointed 
Samuel J. Cohen to the newly cre- 
ated position of - 
sales manager. 
He will have 
charge of all ad- 
vertising and 
publicity, and 
will be respons- 
ible for coordi- 
nating newspaper 
advertising, di- 
rect mail, radio, 
window and in- 
terior display, 
fashion shows, S. J. Cohen 
publicity and public relations, and 
consumer relations. Harold Saxe, 
advertising and publicity director, 
will continue in charge of news- 
paper advertising. 
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“Wish they wouldn’t advertise this 
house on WFDF Flint.” 


Copywriters are such unhappy people 


They get that way from writing copy! 


Take this ad, for instance. The copy is supposed 
to tell what ABC has been up to in the past year. 
How it’s been a good year. 


But (and here’s why copy men die young—from 
exasperation) there’s a catch to it. No horn-blowing, 
please, say the brass hats. No back-patting. Sure, 
you can mention that Sterling Drug, Derby Foods, 
E-versharp-Schick and other top advertisers joined the 
fold—but don’t brag about it. Of course say some- 
thing about ABC bagging the Bing Crosby show... 
and coming up with Henry Morgan, the comedy 


sensation of the year. 


..and getting the all-time- 


high Hooper for any commercial broadcast (67.2) 
with the Louis-Conn broadcast. And even a word 
about the 9.0 Hooper, for the Fat Man, an amazing 


AB 


American 


A NETWORK 


Hooperating for a sustainer. 
ad, but be humble about it. 


Sure, get em all in the 


Somewhere in there, too, say the big boys, it would 


be a good idea to mention tl 


rat American Television 


Society Award. And the memorable “readings” of 
John Hersey’s historic “Hiroshima.” That’s about all, 
except, of course, that the number of American 
Broadcasting Company stations has been upped from 


194 to 238 ...that ABC 1 


s now first in network 


food advertising . . . that night-time Hoopers all week 


long average 13% higher than a year ago. 


Oh, if only the copywriter could shout from the 


housetops “ Boy, what a year! 


We've made some swell 


progress and we’ve got even sweller plans for the 


future!”? But he can’t. You ji 
thing if you’re a copywriter. 


Broadcasting 


OF 238 RADIO STATIONS SER 


ist don't do that sort ot 


Company 


VING AMERICA 
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198,870 of them.* 


One of our i 
advertisers told us that the ad 
= = | ver 
g pages in FORTUNE are as essential 
n to 


FORTUNE a 
s 
cartoons are to the New Yorke 
r, 


e to Life The ? 
P y re part of the 


advertise i 
rs and their agencies do their best 


ac we Union Carbide and Carbon Corp. 13 
j. M. Mathes, !nc- c t 
_ creative w 
ork to make full use of FORTUNE PLASTIC 
— of Plexig/ 
olid, stat 


et Better All The Time 


price tag 


Why Some Things G 
Manutocturer 
pany 25 


s materials 
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PHOTOGRAPHIC REVIEW OF THE WEE 


A CONVENTION IS BORN—Advertising Federation of America's annual con- 
vention to be held May 25-28 in Boston gets under way with this meeting of 
AFA planners. Left to right are Edwin E. Leason, Dickie-Raymond, chairman 
of the convention advisory committee; Philip J. McAteer, New England Electro- 
type Co., chairman of convention committee; George C. Wiswell, president, 
Advertising Club of Boston, and Paul A. Newsome, Newsome & Co., publicity 
committee chairman. 


PLASTIC CUT-OUTS—Gregstrom Co., Boston, has turned out this new series 

of Plexiglas display signs for counter and window display. Made in two types, 

olid, stationary cut-outs for brand or store names, and removable cut-outs for 

price tags or merchandise indicators, they are made of either transparent or 
colored Plexiglas. 


espe: 


Sy ee = 


URAL—At the opening of the Advertising Club of New York, which was 

built after having been partially destroyed by fire in June, these officials 

veiled a photo-mural on the club's wall. Left to right, Charles C. Green, 

lnaging director of the club; Eugene S. Thomas, president, and Thomas J. 
Corcoran, deputy mayor of the city. 


REE-TIME WINNER—Station KLZ for the third consecutive year has won the 

ver Adclub’s award for the best program of the year produced by a Denver 

ion. Shown at the presentation ceremonies are (left to right) James Holme, 

ub president; Milton Bernet, vice-president of the Mountain States Tele- 

ne Co., who presented the award; Hugh Terry, KLZ manager, and Earl 

Cain, KLZ news editor and producer of "Colorado Speaks," the winning 
program. 


hada We rages 


TEN FEET OF PRIZES—Mall Dodson, 
Atlantic City's six-foot seven chief of 
public relations, and Bettyjane Cramer, 
Miss Atlantic City, measure the list of 
800 door prizes that went to more than 
1,800 admen and their friends at the 
Christmas party given by the Advertis- 
ing Club of New York at the Hotel 
Astor. 


FILENE'S FIRST—Filene's, Boston de- 
partment store, recently awarded first 
prize by the National Glove Associa- 
tion for its outstanding knit glove pro- 
motion, spearheaded the event with 
this four-color Hansen glove ad in the 
rotogravure section of the Boston Sun- 
day Herald. The ad was prepared by 
Abbott Kimball Co., New York. 
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T0 D AY- men TELEPHONES 


ene BACK IN SERVICE 


TRAEMOIS BELL TELEPHONE COMPANY 


a 


' 


RECORD TIME—In this large-space 

newspaper ad, Illinois Bell Telephone 

Co. dramatizes the speedy building and 

equipping of a Quonset hut ‘phone ex- 

change !1 days after fire destroyed the 

River Grove, Ill., office. Normally the 
job takes a year. 
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ANTI-AIR DRIVE—With these advertisements, booklets and mailing pieces the 

New York, New Haven and Hartford Railroad is conducting a hammer-and- 

tongs battle against air travel. (AA, Dec. 30.) The ‘weather’ series got under 

way late in October, the booklet is given to passengers on New Haven trains 

each day when the planes aren't flying, and the mailing pieces are sent to 

companies who have a large number of men traveling. Walter Weir, Inc., New 
York, is the agency. 


IN SYMPHONY DEAL—At a party given in Detroit to announce that Henry H. 

Reichhold, plastics manufacturer, will sponsor hour-long Sunday broadcasts by 

the Detroit Symphony on the ABC network (AA, Dec. 23), Jack Donahue (left), 

ABC sales manager in Detroit; Karl Krueger (center), conductor of the Detroit 

Symphony, and Mr. Reichhold look over a copy of Musical Digest. The symphony 
series will promote the Digest, which is owned by Mr. Reichhold. 


ti Ae % 
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SPECTACULART SELLING—First commercial display of Spectaculart, new 
indoor and outdoor advertising medium, is this promotion of the State of New 
York, in Grand Central Station, New York, featuring facilities for winter sports. 
The entire panoramic display is more than 168 feet long. Colored slides, flashed 
on a plastic screen at intervals of six seconds, give a three dimensional effect. 


WRAPPED AS A GIFT—The 19,000,000th Chevrolet, which came off the GM 
division's production line last month, was given special display in a heavy-gauge 
cellophane orchid box of super proportions. Executives standing by are Nicholas 
Dreystadt (left), general manager, and T. H. Keating, general sales manager. 
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Wall Paper Unit Names 


Dr. Howard T. Hovde, formerly 
with the Office of Foreign Liqui- 


ST.<«83 Gs SG EE Fre 


MISSOURES SD MARKET 
pd 


ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


with J. W. Shepard Company, 
|New Haven, 
|Morris Timbes Advertising, Mo- 


dation Commissioner, Paris, as ne- | 
gotiator and expeditor on surplus 
stocks in Belgium, has been named 
executive director of the National 
Wall Paper Wholesaler’s Associa- 
tion, with headquarters in Phila- 
delphia. 


CBS Revenue Off 
9%: Other Nets 
Report ‘46 Gains 


Continued from Page 2) 


sees 1947 as holding “promise of 
being America’s first major tele- 


Reynolds Joins Timbes 


James T. Reynolds, formerly 


Conn., has joined 


bile, Ala., as copywriter. 


PHYSICIANS | 


-A TOP MARKET 
FOR AUTOMOBILES 


_ 115,000 DOCTORS READ — 
35 STATE MEDICAL JOURNALS 


Seeking scientific reports and news of their colleagues, plus med- 
ical advertising which keeps them up-to-date on new drugs, in- 
struments, etc., most active physicians—including all members 
of state medical associations—turn regularly to their own State 
Journals. Medical journals habitually mae first claim on the 


doctor’s reading time! 


DELIVER YOUR SALES MESSAGE 
‘TO THESE 115,000 DOCTORS > 


IN A SINGLE PACKAGE — — 


WITH 1 CONTRACT ¢ 1 COPY JOB « 1 SET OF 
PLATES ¢ 1 MONTHLY STATEMENT 


Whether you use two State Journals or all 35, (covering 42 
states), the State Journals Group, represented by the Cooperative 
Medical Advertising Bureau, will present your message with 
a single productive effort per issue 
and delivering cuts to publishers and billing costs . 


vision year ... if industrial un- 
rest is ended and the flow of 
basic components is increased.” 

In a “Radio in 1946-7” state- 
ment in which he gave television 
greatest attention, Mr. Sarnoff 
predicted that this new medium 
will play its first big role in the 
political campaign of 1948—a year 
which “will be to television what 
1924 was to broadcasting.” In 
1947, he believes, ‘‘television will 
be studied as a new factor in 
politics as plans are laid for the 
’48 campaign of radio sight and 
sound. In 1948, it may be ex- 
pected that in the United States 
there’ will be several hundred 
thousand television equipped 
homes, possibly as many as 500,- 
000.” 
| RCA’s introduction of all-elec- 
tronic color television last October, 
| Mr. Sarnoff said, “will be followed 
in 1947 by the transmission and 
reception of color pictures in mo- 
tion, then outdoor scenes and 
finally, in 1948, electronic color 
television on large-size theater 
screens.” RCA engineers estimate, 
however, it will require “about 
|four years to bring any system of 
‘color television to the present 
status of black-and-white ll- 
electronic television.” 


Video Converter Ready 


Meantime, Mr. Sarnoff said, 
RCA has announced “a simple, in- 
expensive and easily installed 
radio frequency converter which 
will enable black-and-white tele- 
vision receivers—even those of 
1939 vintage—to receive in mono- 
chrome the programs of color sta- 

| tions when in the future they take 
to the air on ultra-high fre- 


© 


BUY AN AVERAGE OF ONE 
NEW CAR EVERY 25 
MONTHS* — 


Doctors are Class A auto buyers in 
any community—constant drivers by 
necessity. Besides, their incomes per- 
mit other conveniences, their tastes 
call for luxuries: radios, refrigera- 
tors, clothing, jewelry. 


reserving space, ordering 
- one trans- 


action, a nation-wide Class A market. For readership data, p eres Thus, = problem of 
address olescence in television has 
_ vanished.” 

In the radio receiver field, Mr. 
COOPERATIVE MEDICAL ADVERTISING BUREAU Sarnoff saw “a lanze replacement 


of the American Medical Association 
535 NORTH DEARBORN STREET @ CHICAGO e@ 


*''Physicians as Automobile Buyers''— 


Survey Prepared by the American Medical Association 


market for radio sets and radio 
10 _tubes which were in_ service 

| throughout the war years. In ad- 
|dition, a potential market for 
|radio-phonographs and television 


e* e« 
- s a 


'receivers exists in the 7 to 10 
million new homes which may be 
built during the next 10 years.” 

In frequency modulation, he 
said, “RCA approached the end 
of the year with facilities in 
readiness to produce tens of 
thousands of FM recéivers and 
combination AM-FM sets, that is, 
FM plus standard broadcast re- 
ception.” 


NBC Sales Revenue Gains 


The National Broadcasting Com- 
pany’s year-end report told of a 
“substantial gain in sales reve- 
nue” in 1946, with a total of 125 
advertisers using full network 
facilities as compared with 115 
the year before. Ninety per cent 
of the commercial programs 
broadcast in 1945 were renewed 
last year, the network reported, 
and “many clients increased the 
size of their networks.” 

The average number of stations 
|used by evening advertisers on 
| NBC was 127, while the average 
during the daytime was 102, com- 
pared with 91 in 1945. 
| NBC Spot Sales, 
background of 


“against a 
somewhat de- 


maintained its record 
ume, the report discloses. 
rectly related to uncertain busi- 
ness conditions through strikes 


. in radio 
during the 
1946, 


crease nationally 
about 11% 
months of 


m compared with 


pressed spot business” nationally, | 
1945 vol-| 
(“Di- | 


and shortages, the spot sales de-| 
was | 
first nine | 


\the first nine months of 1945,” the 
|report points out.) 

Program-wise, the NBC report 
cites the network’s “campaign to 
develop new programs and tal- 
ent” and reports a survey of net- 
work shows for the first week of 
December which “showed NBC 
continued its leadership in radio 
with seven of the first 10 highest- 
rated shows and 11 of the first 15.” 

In television, “rapid expansion 
of networking plans, the entrance 
of many new sponsors and presen- 
tation of eye-arresting programs” 
marked 1946 at NBC. FCC ap- 
proval for the construction of new 
television stations in Washington, 
Cleveland, Chicago and Los An- 
geles encouraged planning for 
coast-to-coast NBC television. 

NBC applied for five additional 
FM stations (the network now has 
only one, WNBC-FM) and an- 
ticipates approval of all outstand- 
ing applications early in 1947, the 
report said. 

The outlook for 1947 “is par- 
ticularly pleasing,” the network 
said. “Although there are short- 
ages of materials needed by ad- 
vertisers for the finished prod- 
ucts, NBC clients are retaining 
their time franchises and also 
plan for the use of additional 
time periods for the exploitation 
of new products when materials 
are available. There continues to 
be a very healthy demand for eve- 
ning time by advertisers now 
using competitive facilities who 
|are desirous of moving their pro- 
grams to NBC. Several prospects 
are interested in the few remain- 
ing marginal time periods now 
available, and the outlook for the 
sale of these is excellent.” 


Plays Up Paley Speech 


Columbia Broadcasting System 
highlighted its public service in 
a year-end review which de- 
clared that “perhaps neo one single 
event of the year had more sig- 
nificance nor caused more press 
and 
speech delivered by CBS Board 
Chairman William S. Paley at the 
National Association of Broad- 


Oct. 22” (AA, Oct. 28). 
“Significantly reflecting radio’s 
response to peacetime issues,” 
said the network, “public affairs 
discussions increased from 291 
broadcasts totalling 93 hours in 
1945, to approximately 500 broad- 


Frank Stanton, president 
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CBS, sees “everywhere auguriesfphia “a 
of better broadcasting. Never be-fpletely 
fore has the radio industry so in-ftelevisic 
telligently turned the beneficial gene 
spotlight of self-criticism uponging act 
itself. Never before has the listen- pnd oth 
ing public been so articulate ingPing ef 
its programming desires.” Work 

CBS, Mr. Stanton continued, “in rhich 
its first truly peacetime year of inghou: 
operation since fateful 1939, had Boston’s 
a successful year which wasgs expec 
shared by our subsidiary, Colum-ger of v 
bia Recording Corporation. Costgjonstruc 
of operation, however, mounte oldiers 
considerably and adversely af #arvard 
fected our margin of profit.” WBZ of 


He believed that “costs mayges the 
well continue to rise throughoufransmit 
1947—at least the first part of it§VBZ st 
We can expect increased compe-gd the 
tition, not only from the con-gation, 
siderable number of new AM sta-gull, M: 
tions that are being almost dailyg Televi 
licensed by the FCC, but fromgpr the 
the growing number of FM sta patt vi 
tions and from television.” att al 

ickup 
CBS Affiliates Grow obile ; 

Mr. Stanton added that he wa: wily 
“convinced that this enlarge : 
competition will ultimately provg F) 
healthier for the public and broad 
casting as a whole” but that ig Arthur 
will “certainly call for increaseq#d gene 
imaginative operation by _ thos¢ adio & 
who strive for leadership in th¢ Free 
industry.” nonogra 

He pointed out that CBS affil odulati 
iates increased from 151 to 16 its 


stations during the year and Cogf47. FI 
lumbia’s Latin-American networ creasin 
from 116 to 124 stations. M static 


American Broadcasting Com broa 
pany’s board chairman, Edward J ble in pi 
Noble, and president Mark Wood@é 1947. 
issued statements acclaiming thei Mr. F 
network’s growth and improve#® Most 


ment. Mr. Woods cited that “togeting |} 
day the American Broadcasting Publ 
Company reaches into more thagf¢nicall 
29,000,000 American homes. Thif#"d by 


industry comment than the | 


|duty and performance that it de 
| veloped during the war years” an 


casters convention in Chicago on| Said that ABC during 


casts totalling 150 hours in 1946.” | 
of | tions, Inc., announced in Philade 


is an important measurement 0 the 4 
effective broadcasting service tgS!Clans 
this great country.” | broad 


Mr. Noble felt that radio ‘“wegftily bi 


lived up to the high standards of@™S ov 
M static 


“To da 
1o4@tused t 
“broadened its concept of publiff™and, 
service” by testing “every phasg Teache 
of programming .. . for its conf@™S an 
tribution to the good and wellfSt popt 
being of all our people.” P availak 
r. Freed 
This pr 
t broug] 
ency 
bw being 


Westinghouse Video Center 
The Westinghouse Radio St 
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.fpletely new and modern radio and 
-ftelevision center at Boston, and 
jfk general expansion in engineer- 
ong activities and in educational 
n-gnd other public service program- 
ingping efforts.” 

Work on the Boston “center,” 
‘ingwhich will include the first Wes- 
of™nghouse television station—also 
adgposton’s first commercial video— 
vasms expected to start “within a mat- 
m-ger of weeks.” The center will be 
stqmonstructed on a 10-acre site on 
tedgpoldiers Field Road adjoining 
farvard Stadium and will house 
WBZ offices and studios as well 
ayes the WBZ-FM and WBZ-TV 
ougansmitters. Transmitters for 
it@’ BZ standard-band broadcasting 
pegnd the international shortwave 
onation, WBOS, will remain at 
‘ta-Mpull, Mass. 
1ilyg Television equipment ordered 
‘omgpr the station includes a 5,000- 
staqpatt video transmitter, a 2,500- 
att audio transmitter, studio 
ickup equipment including a 
sobile unit for remote pickups, 
- nd a _ 600-foot self-supporting 

wer. 
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FM Service Increasing 


Arthur Freed, vice - president 
d general manager of the Freed 
hos@edio Corporation, manufacturer 
th@ Freed-Eisemann FM _ radio 
nonographs, feels that frequency 
aff|godulation offers the radio indus- 
16 its greatest opportunity in 
Cogi47. FM receiver production is 
creasing, he cited; nearly 100 
M stations are now in operation; 
‘om™™ broadcasting should be avail- 
rd Jie in practically every state dur- 
g 1947. 


Vor) 


‘ood 
theif Mr. Freed said that “perhaps 
‘oveme Most important factor” pre- 


«¢ogenting broadcasters from giving 
sting@fe Public the FM service now 
thagechnically possible “is the de- 
Thigend by James C. Petrillo (head 
| the American Federation of 
.e t@usicians) for duplicate fees from 
| broadcasters who would ordi- 
rily broadcast the same pro- 
ams over both their FM and 
.p\. stations.” 
“To date all broadcasters have 
fused to comply with Petrillo’s 
mand, and until some solution 
reached, very few live pro- 
ams and certainly none of the 
ost popular radio programs will 
P available to FM listeners,” said 
r. Freed. 
This problem, he reported, will 
+ brought before the new Fre- 
ency Modulation Association 
bw being organized in Washing- 
1 “by all factions in the radio 
dustry which are interested in 
gressively supporting FM.” 
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Warns Parts Makers 


Irving Kane, president of View- 
ne Television & Radio Corpora- 
n, at a showing of the com- 
ny’s new Futura _ table-mode!l 
deo receiver (priced at $225 plus 
stallation), charged that televi- 
bn is being “messed up” by 
ort-sighted radio interests. 
lese include, he said, the radio 
tts manufaeturers and the ad- 
cates of immediate color televi- 
n. 
“Retail sales and prices for 
Kios are dropping,” he declared. 
et when I warned parts manu- 
‘turers many years ago—and as 
ently as a few months ago—to 
pperate with television manu- 


turers so that they might save | 
I was laughed | 


mselves later, 
’ Television, he said, offers 
ts plants an opportunity to 


ip their production at a higher | 


el than ever known’ in radio 
luction. Color television, he 
med, is a “long way off.” 
Ir. Kane said his company has 
illed more than 2,000 video re- 
2rs in the New York area. 
tching reports that the sets 
’ being produced are not work- 
vell, he said 90% of the View- 
sets are giving full satisfac- 
and that average is improv- 
steadily. 


phia “ambitious plans for a com- | 


s ‘ } a 
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Last Minute News Flashes 


Jantzen Budget Close to $1,000,000 


PorTLAND, OrE.—Jantzen Knitting Mills will increase its advertis- 
ing budget this year by 15% to “slightly under $1,000,000,” to pro- 
mote swim suits, sun clothes, sweaters, foundations, winter sportswear 
and Jan sun lotion. Media include Charm, Esquire, Glamour, Har- 
per’s Magazine, Junior Bazaar, Life, Mademoiselle, Photoplay, Seven- 
teen, The New Yorker, The Saturday Evening Post and Vogue; out- 
door posters, newspapers and some car cards. Botsford, Constantine 
& Gardner is the agency. 


L. W. Ramsey, Agency Founder, Dies 

Davenport, Ia.—L. W. Ramsey, 55, founder and president of L. W. 
Ramsey Company, agency, with offices in Chicago, Davenport and 
Hollywood, died unexpectedly Jan. 2 at Barnes Hospital, St. Louis. 
Mr. Ramsey had been ill for three months prior to his death. He 
founded the agency in 1921 and in addition to serving as its chief was 
active in civic affairs here, authored several books and wrote many 
magazine articles. One of his two sons, L. W. Ramsey Jr., is a mem- 
ber of the agency’s Davenport staff. 


BBDO Named for Standard Oil Institutional 


Cuicaco—Standard Oil Company (Indiana) has appointed Batten, 
Barton, Durstine & Osborn, Chicago, to develop and conduct a pro- 
gram of institutional advertising for the company. Standard Oil’s 
product advertising will continue unchanged with McCann-Erickson, 
Inc., Chicago. The new campaign will mark a new departure for the 
giant oil company. 


Ray-Hirsch & Waterston Splits Up 

New YorK—Ray-Hirsch & Waterston has been dissolved, and one 
company, headed by Murray Hirsch, will continue as Ray Hirsch Com- 
pany, at the former address, 7 E. 42nd St. The Waterston Company, 
headed by Harry C. Waterston, has been established at 241 W. 23rd 
St. Waterston’s copy chief will be Ruth Jacobs, who formerly filled 
the same post with R-H&W. Waterston will have 20 accounts, topped 
by Reinhold Publishing Corporation’s book division, John Wiley & 
Sons and Cornell Maritime Press. 


Underwood Corp. Ups ‘47 Ad Budget 

New YorkK — Underwood Corporation, which has appropriated a 
larger advertising budget for 1947 than for any year since before the 
war, will launch a new campaign for its office machines in the Feb- 
ruary issues of national mass-circulation magazines. Magazines and 
business papers will be used extensively during the year. Marschalk 
& Pratt is the agency. 


Celotex Appoints Henri, Hurst & McDonald 
Cuicaco—The Celotex Corporation, maker of insulating materials, 

has appointed Henri, Hurst & McDonald to handle its advertising. 

MacFarland, Aveyard & Co., resigned the account in November (AA, 


Nov. 4), but had continued to service it. 


Chicago Printers 
Win Demands; Get 
S221 Wage Offer 


| CxHicaco—Early in October lead- 
lers of Chicago Typographical 
'Union Local 16 told commercial 
printers here that they would be 
willing to settle their wage de- 
mand at $2.21 an hour. Franklin 
| Association officials replied that 
they “were thinking in terms of 
13, 14, 15 or 16 cents” for an in- 
crease, or $1.9742 an hour at most. 

The two sides reached an agree- 
ment Tuesday—at $2.21 an hour. 
The union will vote on the “com- 
promise” this Sunday. 

Besides getting another increased 
offer last week on the pay scale, 
the employes also obtained a major 
concession on the retroactive ques- 
tion. 
ployers’ negotiating body refused 


active for more than half the 
three-month period since the old 
contract expired Sept. 4. 


$700,000 in Back Pay 


For the 17 weeks involved, they 
now agree to make the pay hike 
|retroactive for 14 weeks. As AA 
indicated last week, this will cost 


million dollars. With some 3,500 
printers getting the $14.3l-a-week 
increase, the retroactive pay may 
aggregate $700,000. 

Until the agreement was reached 
Tuesday afternoon, the most the 
printers had agreed to pay was 
$2.12% an hour, an increase of 
| $41.00 weekly or 31 cents an hour 
|over the old rate of $1.81%. The 
| $2.12% offer came just before 
Christmas. The week before that 


Until last week the em- | 


to make the wage increase retro- | 


the employers more than half a/| 


63 


work will go up at least as high. 
This will increase business paper 
|operating costs a minimum of 5 
ito 10%. 


CHICAGO NEWSPAPERS 
FACE MAILERS STRIKE 


Cuicaco—Metropolitan newspa- 
pers last week faced a Friday 
deadline for a strike here by mail- 
ing employes, as wage negotia- 
tions abruptly ended between the 
Chicago Newspaper Publishers As- 
sociation and Chicago Mailers 
Union Local 2, an ITU affiliate. 

Newspapers involved are the 
Herald-American, Journal of Com- 
|merce, News, Sun, Times and 
| Tribune. John O’Keefe, associa- 
|tion secretary, asserted that ne- 
|gotiations became deadlocked 
when he reminded Anthony Gia- 
cola, union president, that the 
present contract provides for arbi- 
'tration if settlement cannot be 
|reached otherwise. Mr. Giacola, 
‘he said, declared that the contract 
/expires Jan. 3 and that the mailers 
will not submit the matter to arbi- 
| tration. 


| 
| 
| 


| Mailers on the papers receive 
'$59 for 40 hours a week, daytime, 
/and $63 for 37% hours of night- 
|time work. The daytime scale is 
'$1.47 an hour. The publishers 
| offer $1.80 an hour for a 3742-hour 
week daytime, or $67.50 a week, 
and $73 for a 36%4-howar week 
nighttime. ‘ 

The union asks $2.02 an hour 
daytime, or $73.50 for a 36%4-hour 
week; $2.21 an hour or $77.50 for 
a 35-hour nighttime week, plus 
creation of a third lobster shift to 
get $81.50 a week or $2.32 an hour 
for 35 hours. 


Denies ‘SEP’ Will 
Run Liquor Ads 


PHILADELPHIA—Walter D. Fuller, 
|president of Curtis Publishing 


CHARLES A. LUKENS 


Cutcagco—Charles A. Lukens, 83, 
who was chief editor of Farm Im- 
plement News here for 39 years 
until his retirement in 1943, died 
Dec. 22 after a long illness. 

Mr. Lukens was a correspondent 
for the trade publication for 13 
years while serving in Peoria, IIl., 
with Martin & Co., a farm imple- 
ment dealer. He joined the pub- 
lication in 1898 as associate editor. 
He was chief editor from 1904 
until 1943, when he retired and 
was named editor emeritus. His 
son, Eugene F. Lukens, is on the 
Farm Implement News advertising 


staff. 


WILLIAM W. NEYLAN 

New YorK—William W. Neylan, 
45, advertising production man- 
ager of the New York Daily News, 
died of a heart attack Dec. 27. 

Mr. Neylan joined the News in 
1924 as secretary to the general 
manager. In 1931 he became as- 
sistant publication manager in the 


| ness. 


advertising department, and in 
1940 was named advertising pro- 
duction manager. 


L. M. SMITH | 


Cuicaco — LeRoy M. Smith, | 
founder and former publisher of 
Seed World, died Dec. 31 at his 
home in suburban Wilmette. He 
was 60 years old. After disposing 
of the trade publication he headed 
Seedburo Equipment Company. 
Funeral services were held Jan. 3. 


H. K. RICHARDSON 


Cuicaco — Hadwin K. Richard- 
son, 51, a director of the Atlantic 
|Monthly and its western manager, 
died Dec. 24 after an illness of 
several months. He had served 
with the magazine 25 years. 


WILLIAM L. AGNEW 
St. THomas, Ont.—William L. 


the St. Thomas Times - Journal, 
died Dec. 26 after a two-year ill- 


= : | Bannister, 
Agnew, 67, business manager of |}. 


He was business manager of 
the newspaper for 35 years. 


J. M. STEIN 


BROWNSVILLE, TEX.—J. M. Stein, 
57, former publisher of the 
Brownsville Herald, died Dec. 27 
of a heart attack. Mr. Stein was 
owner of the newspaper from 1924 
to 1929 and from 1934 to 1937. 


MARK J. VIGNATI 

New YorK—Mark J. Vignati, 50, 
advertising executive of the Boy 
Scouts of America, died Dec. 27 of 
a heart attack. He was known as 
the originator of the 24-sheet out- 
door poster. 


Singer Settles Claim 
Over Cancellation 


Singer Tony Martin has settled 
for $17,500 his $52,000 claim 
against Foote, Cone & Belding 
growing out of cancellation of his 
CBS show for Bourjois, Inc., cos- 
metics manufacturer, attorneys for 
the singer and ad agency an- 
nounced in Hollywood. 

Mr. Martin claimed he was as- 
sured through correspondence with 
the client and agency that his con- 
tract would be renewed for 26 
weeks at $2,000 per week. Settle- 
ment of the claim followed several 
months of negotiation. 


M-G-M Backs ‘Yearling’ 

Metro - Goldwyn - Mayer last 
week started a newspaper, maga- 
zine and radio campaign for “The 
Yearling.” Copy headed “Happy 
1947 — This is the Year of ‘The 
Yearling,’”’ appeared in 232 news- 
papers. The campaign will cost 
about $600,000 for space and time. 
Donahue & Coe, New York, is the 
agency. 


Farm Group Elects 

Oscar C. Dugger, Progressive 
Farmer, has been elected chair- 
man of the Chicago Farm Paper 
Representatives Association. J. W. 
Capper Publications, 
has been named vice-chairman, 
and Harry P. Thomas, Southern 
Planter, has been named treasurer. 


the offer had been $2.09, or $10 | Company, categorically denied last 
more per week—the amount of the | week to ApverTistnc AcE wide- 
increase won from Chicago news-|spread rumors to the effect that 
/papers by typographical employes |The Saturday Evening Post is con- 
/a month earlier. \sidering opening its columns to 
| For employers and for C. L. | light wine and beer advertising. 
MacKinnon, general manager of There’s “absolutely nothing to 
the Franklin Association and or-| it,” Mr. Fuller said of reports that 
iginator of its much-publicised|the Post was changing its long- 
all-out publicity campaign against |established policy. ‘We are ad- 
the union this fall, the agreement | hering to the policy we have had 
represents a major setbaek with|right along.” 

few saving features. The contract 
will run until Dec. 31, 1947. 


= « 
neta Amrine to Council 
nion Victory i 
Rules changes are negligible, as PR Director 


and original union demands for New Yorx— Michael Amrine 
peta apr pay, ms days’ sick wave former newspaperman and public 
a © gp ag = Pau ae relations director of the Federa- 
alias it or Paienag ree more tion of American Scientists, has 
ore — a ang were granted, |joined the Advertising Council as 
tee G power Svenhiin Ae. public relations director. 
Wt pe ta # . ; ; Mr. Amrine handled the educa- 
sociation secretary, admitted to | tional campaign of the atomic 
AA that the settlement is a victory | -.ientists and previously held 
cor the union. Association mem~- | public relations jobs with the War 
bers, he said, desired to reach a/ production Board and the Army. 
settlement without going through He succeeds Irwin Robinson 


a strike. _ The major part of their| now a principal of Tracy-Robin- 
business is printing of publications 


1 th felt. h : son, a public relations company. 
—_ wy Save 2 t, he said, that| wy Robinson will continue as a 
more magazines would leave town | volunteer consultant 


because of a strike than because 
of the wage increase, great as the 


\JWT Adds 10 V.P.s, 


latter is. 
Negotiations in New York have Goes over 50 Mark 

been postponed several months J. Walter Thompson Company 

pending settlement of the dispute | has elected 10 more vice-presi- 

here. It is not known whether /|dents, its new total of 56 giving 

employers there will be willing the agency top place in the adver- 

now to meet the 22% wage in- | tising _ field. McCann-Erickson, 

crease with about 50, was in first place 
F until JWT added several vice- 


presidents last June and the new 
group last week. 
Those elected last week include 


Mechanical Costs to Rise 


If the compositors accept the 


recommendations of their union | 470 Johnson, S. Kelsey Denton, 
officers Sunday, the forthcoming |J0hn Hosch Jr., William J. Griffin 

. ; Jr. and Maitland Jones, in New 
$80.11-a-week wage will make York; George Pearson in Chicago: 
them the highest-paid mass-em-| John Kuneau, George P. Richard- 
ploye group in the nation. json Jr. and Norman Strouse in 


For the many business paper | Detroit, and Norman Blackburn in 


P . c f Tee i te WwW’ hae 
publishers here, and in New York | Los Angeles. JWT now has 41 
vee ratio o | vice-presidents in New York, 

and other cities where similar 22% ; 
is _|seven in Chicago, four in Detroit, 
wage increases for compositors|and two each in San Francisco 


may occur, prices for mechanical | and Los Angeles 
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